NCA, ARC, NCWA, Complete Convention Programs 
Loft Starts Program of Redesigning in Outlets 
Ingredients’ Function in Flavor Control 
Lehigh Conference Stresses Quality Control 
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TIME: Confectionery Industries Exposition, June 5, 6, 7, 8 
PLACE: Grand Central Palace, Booths: 5, 6, 7, 8 





ITEM: (Turn right, as you enter) 
| 
- -.,?, 8 
GREER GREER GREER GREER 





DON'T MISS 
THE MOST ADVANCED EQUIPMENT 
AVAILABLE TO THE INDUSTRY 


Mew. «. SRMITTARY... HIGH SPEED 
CONTINUOUS PRODUCTION EQUIPMENT 








¥77u9 








No quality minded, cost minded, 
production conscious confectioner 
can afford to miss this exhibit 





NEW ITEMS— NEVER DISPLAYED BEFORE! 


J. W. GREER COMPANY 


119 WINDSOR ST., CAMBRIDGE, MASS. 


THIS YEAR IT'S 


y GREER 7 FOR CONTINUOUS PRODUCTION EQUIPMENT 

















MEMO TO CONFECTIONERS 
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for June, 1950 


HIGH SCORING! 


Alvalue HARD CANDY FLAVORS 


the popular line for consistent consumer acceptance 


The Flavor is Right 


Taste any ALVALUE flavor and we think you'll agree, that on flavor alone, ALVALUE 
flavors really outclass their price field, and “‘have the jump" on most more expensive 
flavors. 


The strength is Right 


One ounce will really flavor 100 pounds of candy. 


The price is Right 


$9.00 per gallon (Down to $8.25 in 24 gal. lots} 


The Awwalue line of imitation hard candy flavors includes, Cherry—Grape—Pine- 
apple—Raspberry—Strawberry —Banana, 


Call or write for samples in candy form for convincing taste tests. 


Write for the big complete ALVA 
catalog and see ALVA Flavors’ com- 
plete line in every quality, strength 
and price class. 


NEW YORK 19, N. TT. 


‘ 
VAN AMERINGEN-HAEBLER, INC. 
521 WEST 57th STREET 


ALVA FLAVORS © ALVA FLAVORS 
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FLAVOR GROUP 


DESCRIPTION 





Highest concentration of fruit extractives, well fortified; produce 





























FRITZBRO” FRUITBASES IMITATION... . | 2-4 | 2-4 ~: OF Pa ee 

FRITZBRO” FLAVORS IMITATION... . 2.4 | 2-4 PG 2 $e rtcoee ay inrasnt ieee renga 
FRITZBRO AROMES* IMITATION. . . . . . My. | Yat sie 10-008 o csccae cael lic ane et scone 
EKOMO” IMITATION FLAVORS ..... MEG E5-10) 0-4 10-01 Loar canes arentcnnenneten Stine aabeenenen 
MODERN IMITATION FLAVOR BASES... © | Ye | %-% | %-1 | Yo-1 | Yo-Yo eee eee ae eieetons, ete cxccleat Rewons 
EFF-BEE” IMITATION FLAVOR BASES... © | Ye | %-%) %-1] — |e | een ennen ean adie far dittion nerclcheke 
FRITZBRO” HARD CANDY FLAVORS IMITATION | % | % | 1-1%] 2-1] % | \medcnatounean canons high ienscroun mevutoe 
OIL SOLUBLE FRUIT FLAVORS IMITATION mee Vaal Va-¥%e Y-1 oe Oil soluble flavors in concentration and at a price permitting 





use in lower priced candies without sacrifice of flavor quality. 








A fine selection of flavoring effects is available in 
each of the above groups. 





*Req U. S$. Pat. Of 











100 ib. batch. 


UST stop for a moment and look over the accom- 

panying flavor chart. It features eight of the 

most widely used flavor groups developed by us for 

the confectionery field . . . a selection representing 

the culmination of nearly eighty years’ experience 
catering to this industry’s specific flavoring needs. 


Under each of the five distinct candy group headings 
are figures suggestive of the approximate amount of 
flavor in ounces to be used in each 100 Ib. batch. One 
may find that even smaller quantities of flavor than 
those indicated will give entirely satisfactory results 
in finished goods produced in large scale manufacture. 
In whatever proportions used, the candy manufactur- 
er can be sure that any one of these long tried and 
proven FRITZSCHE FLAVORS will give character- 
istically fine, uniformly flavored confections from one 
batch to the next and as long as he uses them. 


Read the brief explanatory notes highlighting the 
distinguishing characteristics of each flavor group 
and single out those that appear to be most interest- 
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Figures above indicate approximate amount 
of flavor in ounces to be used in each 





ing from the standpoint of your manufacturing oper- 
ations. Then if you'll write us mentioning your choice 
as well as the type of flavor you'd like to experiment 
with, we'll gladly send you FREE testing samples 
with complete directions for their use. By comparing 
them flavor for flavor and price for price, you'll dis- 
cover the truth of our slogan: 


FRITZSCHE VALUES ...a PART of the product, 
APART from the price! 


FRITESCHE ° 


PORT AUTHORITY BUILDING, 76 NINTH AVENUE, NEW YORK 11,N. Y. 





BRANCH OFFICES and *STOCKS: Atlanta, Ga., ‘Boston, Mass., *Chicago, Iil., Cim 
cinnati, O., Cleveland, O., Dallas, Tex., Detroit, Mich., *Los Angeles, Calif., Philadel pbia. 
Pa., San Francisco, €alif., *St. Louis, Mo., *Toronto, Canada and *Mexico, D. F. 
FACTORY: Clifton, N. }. 
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READ WHEREVER CANDY IS MADE 


JUNE, 1950 


Vol. XXX No. 6 
EARL R. ALLURED NCA Program 24 
FOUNDER ARC Convenes 26 
a ORM Directory of Exhibitors 28 
EDITOR AND PUBLISHER : : 
Loft adopts design for small stores by Clara Baldwin 39 
P. W. Allured 
pies Sweetness as a factor in flavor control by Wesley H. Childs 42 
ASSOCIATE EDITOR PMCA meets to fight back 44 
James Redford, Jr. Quality Control at Lehigh Conference 46 
. Efficiency, Economy for Retail Manufacturer 52 
NEW YORK STAFF WRITER NCWA to meet May 31 56 
Clara Baldwin 
SPring 7-3000 Ext. 8-G " , «No substitute for quality ingredients by Marie Grant 60 
- Sweet potatoes score in candy 64 
EASTERN MANAGER Candy Clinic—Goods now on the market 66 
William C. C 
ae va Letters to MC editors 70 
Confectioners briefs . as) Sa 
CIRCULATION DIRECTOR 
James W. Allured Supply Field News .. 78 
- Chicago packaging talks emphasize retail appeal 83 
ADVERTISING OFFICES Personnel quality at Macy's by Grier Lowry 90 
Chicago 6, 9 South Clinton 
* Stanley E. Allured, Franklin 2-6369 Schuster's adopts new candy line 93 
ce New York 18, 303 W. 42nd St. Helpless Henry continues comedy of errors 95 
nt W. C. Copp, Circle 6-6456 : 4 
es Technical Literature . 97 
Los Angeles 14, 412 W. Sixth St. : 
os Murray Bothwell, Van dike 5875 Sugar aids growth .. 103 
l - 
Seattle 4, Empire Building Adelson to Head NY Confectionery Ass'n . 105 
Arthur G. Neitz, Eliot 1769 we ie 
, { aia 7 me The Clearing House: Classified Advertising 106 
cl, London, England, 21B Salisbury Road 
= Saou use au eras Confectionery Brokers 110 
L. M. Weybrid, 
ee Advertisers’ Index _...... 112 


COVER: This is a front view of the new Loft retail outlet recently opened in Atlantic 
City. The layout was made to utilize a restricted space. Counters were eliminated to 
allow clerks to mingle with buyers. 


Ce 


Published Monthly on the 5th by The Manufacturing Confectioner Publishing Company, pub 
lishers of The Manufacturing Confectioner—The Blue Book—The Candy Buyers’ Directory—Candy 





N. Y. Merchandising. Executive offices: 9 South Clinton Street, Chicago 6, Illinois. Telephone 
FRanklin 2-6369. Eastern offices: 303 West 42nd Street, New York City 18, N. Y., Telephone 

Ge Circle 6-6456. Publication Office: Pontiac, Illinois. Copyright, 1950, Prudence W. Allured. 
: All rights reserved. Subscription price; One Year, $3.00. Two years, $5.00. Per Copy, 35c, except 
pha. September ‘Purchasing Executives Issue": $2.00. In ordering change of address, give both 
». F. Pioneer Specialized Publication for Confec- old and new address. Entrd as Second Class Matter, Apri! 20, 1939, at the Post Office at 
tionery Manufacturers Plant Man ment Pontiac, Illinois, under the Act of March 3, 1879. Member: National Confectioners’ Ass'n. 

saad see a ee auiien te Western Confectionery Salesman's Ass'n, National Candy Wholesalers Ass'n. Audit Bureau of 


: a Circulations, National Conference of Business Paper Editors. Foreign Subscriptions: One Year, 
ment, Purchasing Sales, Merchandising. $4.00. Two years, $7.00. Canadian Subscriptions: same as U. S. 
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..-€fficient because it’s made to LAST 


When you invest in plant equipment, its life expectancy is an 
important consideration. That’s one reason why you'll find Wear- 
Ever Aluminum in so many food plants today. Wear-Ever equip- 
ment—and only Wear-Ever—is made of an extra tough, extra 
hard aluminum alloy that gives extra years of service. 

Another important feature of Wear-Ever is its cleanliness. 
Wear-Ever fits in with the sanitation programs now in effect in 
most candy plants. It is easy to clean, easy to keep clean, is 
friendly to foods, doesn’t affect flavor or taste, safeguards purity. 
For full information about Wear-Ever equipment for the Candy 
Industry, mail the coupon today to The Aluminum Cooking Uten- 
sil Company, °706 Wear-Ever Building, New Kensington, Pa. 
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The Aluminum Cooking Utensil Co. <S q 
5706 Wear-Ever Building ‘\ P 
New Kensingten, Pa. 


Please supply us with complete, intefmvaiion’ about your sani- 
tary, long-lasting equipment for candy pints. 
at 4 


Ser reeeer. eee e ere Serr eee eer err errrerrrrr rer errrr rrr. 


HANDLING CONTAINERS 
for fondants, nuts, etc 
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Meet Your Friends 


al our display 
a 
ANHEUSER-BUSCH 


invites you to visit BOOTH 113 
GRAND CENTRAL PALACE 











* 
ANHEUSER-BUSCH 
Corn Syrups 
Corn Starches 


during the 
are skillfully produced under \ NATIONAL CONFECTIONERS 
strict laboratory control to meet 
the highest standards of Quality CONVENTION 
and Purity. NEW YORK JUNE 5-6-7-8 


Corn Products Department 


ANHEUSER-BUSCH, INC. + ST. LOUIS, MO. 


for June, 1950 
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with the BEST 
and pass the savings ; ? 
_on to YOU | 





Wlew NATIONAL HIGH SPEED 
HI-GLOSS CONTINUOUS 
HARD CANDY 


VACUUM COOKER 


600 to 2500 Ibs. hourly production of the 
finest, clearest, driest and glossiest quality 
hard candy. 

Wide range in speed drive of syrup pump 
permits a wide range in production. Extra 
large coil cooking area assures the use of a 
lower steam pressure. This results in hard 
candy with a smoother texture. Steam evac- 
tor is powerful and quick-acting. Removes 
vapor and air immediately after vacuum 
chamber is closed. Sanitary syrup pump can 
be easily taken apart. Driven by a splash- 
proof motor. New scientific design cuts 
steam usage to a fraction. 





NATIONAL CHOCOLATE MELTER 
Sanitary! Improved Tempering! 
MADE OF WELDED STEEL. Larger water 
jacket between walls, results in greater 
control. Stirring paddles are of strong, 
lightweight metal, equipped with self- 
adjusting scrappers for greater temper- 
ing efficiency. Complete paddle assembly 
quickly removable. 





FULL DETAILS AND QUOTATIONS 


WRITE TODAY OR WIRE COLLECT nt allows 


Hew NATIONAL cloantned: 


SANITARY HIGH GLOSS 


ey y Easy and immediate accessibilily 
' for cleaning. Precision-built wire bel 






y Shaker is adjustable during operation t ¢ 

‘/ the minutest graduation. Adjustable blows tee 

7 nozzle is designed for_air to flow in at any ange | they s 

r and at any velocity desired. Pumps and tempering gh 

iti column scrapers can be quickly and easily dis. ye 
24,34, 42, 48 assembled. Wire belt carrier rolls out easily and Proud 
belt widths. uncovers chocolate tank. Large size tempering custor 


column gives double capacity tempering surface. 
Variable speed drive controls flow of chocolate of 
various viscosities. 


Wew NATIONAL 
COOLER AND PACKER 


Accepted by the Board of Health as 
being of sanitary construction. Acces- 
sible for easy and complete cleaning. 
Tunnel is arranged so that cold air is 
correctly distributed at proper velocity. 
When leaving the fin coils, the air first 
passes underneath the carrying belt, 
cooling the bottoms first. The air is 
then drawn over the coated centers for 
re-cooling and re-distribution. By this 
method of cooling, the highest gloss 
merchandise is obtained. 





ONLY National's newly designed Tunnel has the 
unique feature of individual 8 foot wide side 









sections which are hinged . . . can be lifted 4 
. give full access to tunnel interior. 






















v/a Wile) Va Vie) tile 
MULTIPLE TIER COOLER AND PACKER 


HEA 
Newly 
stream! 
access 


Consult Us About Your Problems 


National engineers are ready to give you 
ON-THE-SPOT technical consultation and 
engineering details to meet your indi- 
vidual requirements. 


Newly perfected design. Rugged construction 
for steadier and smoother automatic con 
tinuous processing in a limited area. Utilizes nism 
overhead area and releases floor space for 
Iamedtiate Deliuertes other purposes. Sanitary construction anc 
easy to clean. ments 
Cools chocolate coated goods where large are pre 
volume and long cooling are required. Timing 


AWAIT YOUR INQUIRY device adjustable to automatically ‘handle 


e various types and sizes of candies. drive 


Pump 





ments. 










Hopper 


|| EQUIPMENT CORPORATION © ome 


153-157 CROSBY STREET, NEW YORK 12. ol 


CUT YOURSELF A SLICE OF OUR EXPERIENCE 


You will agree that where experience counts most in our 
business is in solving your production problems so that 
they stay solved. For instance, by eliminating “bugs” before 
they occur. By maintaining production and quality standards 
at such a height that your profits may increase. 

Yes . . . we're proud of our years of experience. 


Prouder still of making them of practical value to our ALL-NEW ALL-STEEL HEAVY-DUTY 
customers. NATIONAL MOGUL MODEL M-100 


Precision built to the highest engineering standards. 










































Operates at higher speeds, smoothly and with better 
quality moulding. Harmonic motion travel control device 
operates in oil and insures trays against jolting starts or 
sudden stops . . . keeps molds perfectly intact and 
eliminates scrap. Central greasing station maintains 
proper lubrication. Entire M-100 Mogul is as fine 
a machine as fifty years of experienced engineering 
and TESTED AND PROVEN DEPENDABILITY can make it! 





i howin 
New Eq Rasen : SIVE a Features 
ew u 
oorl Nos. 29 - 30 - 31 - 32-33 
° . é . . - a2 o 
N.C. A. Confectionery Industries Exposition 


June 5th - 8th 


foras pecial 


MID-CENTURY PROGRESS DEMONSTRATION 
( 


POWER OPERATED ) 
of the Industry Ss 
Line of Confectionery 


Wlew NATIONAL 
HEAVY-DUTY D-100 DEPOSITOR 
Newly constructed with extra-heavy steel frames and 
streamlined enclosure with large doors for easy 
hen access to all operating parts. Newly designed mecha- 


Most Complete 


pe nism permits all adjustments for tray, skip and 
e tor 
P . . . * ° a 
and ump Bar, while Depositor is epererng. Adjust SILVRETONE—A new sanitary metal . . . gleams Weu SILVRETONE HYDRO-SEAL* 
ments are made by hand-wheels. Indicator plates like silver. Harder, longer lasting and stronger, PUMP BAR 
2 are provided and are visible while making adjust- lighter in weight, outwears bronze. 


Accepted by the New York City Department 
of Health as being of sanitary construction. 


andle ments. Depositor is equipped with a new motor Hydro-Seal patented grooved pistons are the ONLY 


drive with variable speed arrangement. which method of securing continuous lubrication. Na- 
tional Equipment's groove-type pistons are self- 


ail allows for finest adjustments for tray travel. sealing, continuously water-lubricated, eliminate 
| Hopper is of all stainless steel with rounded ry ope repairs. ~ new patented cut- 
= . . 0 rt is made with rounded corners in grooves 
N corners and no seams. Vibrationless perform- as a sanitary feature. Now . . . even the heaviest 
Y once prevents any disturbance to starch centers such as nougat, coconut cream ond 
; mold impressions. caramel can be deposited with pin-point accuracy! 
All sizes available. 
ie ee 
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Sugar means QUALITY. ..That’s why 


SUGAR MEMS SALES / 


Because they take no chances. They know that only 
sugar gives them the quality that makes their brands 
household bywords. 


*% Sugar is universally accepted. Food processors, con- 
fectioners and bottlers use it, because you can’t get that real 





goodness with anything else. Sugar points up all natural 


WHY ote) sO MANY flavors. 


MANUFACTURERS OF Sugar is economical. It can be used alone—in all pre- 
Tele) om) 'le)pl ties pared foods and beverages. No need to fiddle around witha 


complicated mix. Sugar offers you the most for your money 


RELY ON SUGAR —10% to 50% more sweetening power than other sweet- 
FOR BEST RESULTS? ening ingredients. 


Sugar is uniform. Real sugar, derived from the sugar 
cane and the sugar beet, is brought to you just as nature 
made it. That’s one reason it’s always uniform, unmatched 


in purity. 


Why risk customer dissatisfaction? Always use sugar 
for the full rich flavor, the better value that means 
better sales! 


INFORMATION 


NEW YORK 5 NEW YORK 


THERE /S NO SUBSTITUTE FOR SUGAR 
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Chocolate and 
Candy Bon BON... 











EXTRA COGa@ 





COATINGS 


and PURE 
EXTRACTS 


Write for Samples 
THE WARFIELD tet 


536 W. CERMAK ROAD, CHICAGO 16, ILLINOIS 











* WU -KREME 


Today, more than ever, America’s most successful 
candy manufacturers are using NU-KREME profitably 
and satisfactorily in making finer Creams, Swiss 
Hand Rolls, Short Nougats, Sea Foam Kisses and 
many other zestful candies. 


NU-KREME is a light, white, highly tender and more 
mellow egg product . . . more practical than any 
nougat cream on the market. It acts as a preservative 


and insures better keeping qualities in the finished 
candy. 


When you try it . . . you too, will agree that NU-KREME 

is truly “The CREAM of Nougat Kremes.” Convince 

yourself of its superiority by trying it today. 

Your copy of “RECIPES FOR BETTER CANDIES" 
will be sent on receipt of initial order. 


FORMULA FOR MAKING SWISS HAND ROLL 


Place 13 lbs. of NU-KREME into kettle—cold. Add 1 lb. of melted 
Butter and mix with paddle until fully incorporated. Add 7 lbs. 
Melted Milk Chocolate Coating and 3 teaspoonfuls Salt. Stir with 
paddle until coating is thoroughly mixed. Let batch stand over-night. 
Hand roll and dip the following morning in dark or milk coating. 


DIPPING PIECES Molasses Honeycomb Chips, Peanut 
Butter Chips, Toasted Cocoanut Chips, Chocolate 
Center Chips, Almond Butter Sticks, Mint Pillows 
and Peanut Butter Pillows. 

CENTER-ROLL KREME for Soft-flowing Creams 

KREME-TEX for Creamy Fudge and Caramels 

FRESH COCOANUT PASTE Ready for use for Choco- 

late or Bon Bon Centers 

PECTOLENE a pectinized invert sugar product 

NU-MILK whole milk in plastic form for Caramels and 

Fudges 

TOPPINGS Marshmallow, Butterscotch, Caramel and 

Chocolate Fudge 


Manufactured Exclusively by: 


BURKE PRODUCTS COMPANY INC. 


317 W. HUBBARD STREET 
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A new whipping agent...... 





Is stable....will not weep. ... 
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to replace egg albumen.... 














makes every batch identical ! 
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It’s the cat's meow! Whitson’s “100” 
—the complete whipping agent! 


You'll purr with joy over the profits that Whitson’s 
“100” brings you. For this whipping agent is the new 
vegetable protein that gives you the candy you plan, 
every time. And no wonder! 


It’s foolproof! Whitson’s “100” replaces egg albumen, 
pound for pound. And this not only takes all the 
guesswork but a lot of the fuss and bother out of your 
candymaking. 


it’s weepless! There’s no shrinkage with Whitson’s 
“100” Every batch you make with it turns out the 
living image of every other batch. 


it’s pure! With Whitson’s “100” your batch is less 
affected by bacteria. As a result, your candy comes 
up—every time—without off colors, without annoying 
tastes or flavors. 


It’s easy to use! There’s no need to change your 
formula when you use Whitson’s “100” It replaces 
other whipping agents, pound for pound. 


What’s more, Whitson’s “100” can never go bad 
—for it’s packed in moistureproof containers ready 
whenever you want to use it. 


So, if you want to get the candy you plan—every 
time—with profits—every time—give Whitson’s “100” 
a try. Write, wire or phone for a free sample and 
prices today! 


Free—Sample and Formula Book 
Send for them today! 


‘WHITSON PRODUCTS 


DIVISION OF THE BORDEN COMPANY 
350 Madison Avenue, New York 17, New York, Vanderbilt 6-5243 


for June, 1950 
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Only Sevectose’ | 
eans Better Quality 


andy Bars Here — 
/ 






SLASHES COST OF 





HIGH-PRICED SWEETENERS 
HERE! Try Sweetose once—you’ll be amazed how 
7 natural flavor is magnified, how little tendency 
there is for candy to stick to teeth! You’ll know 
Twice as sweet as ordinary why confectioners from coast to coast report 
corn syrup. Three times as increased demand for their candies after im- 
fluid, too, for easier flowing, proving them with Sweetose. You can SEE the 
amples pumging. Can't difference, TASTE the difference, and FEEL 


ferment or mold in storage. 


Can be used to replace more the difference in your mouth! Sweetose is 
costly moisture retainers enzyme-converted . . . totally different from 
which cut down stale losses. ordinary corn syrup. Don’t wait, find out 


about Sweetose and Staley’s other confectioners’ 
products today! 


STALEY’S 
Short Nougat Bars Sweelo SE 






























12 Ibs. Sweetose 1% Ibs. Egg Albumin 45 fl. oz. water A. E. Staley Mfg. Co., Decatur, Illinois 
PART Il 
42 Ibs. Sugar 3 Ibs. Fondant 





30 Ibs. Sweetose 2 Ibs. Cocoa Powder (optional) * . . 

om Sites att wits tibiae ae The A. E. Staley Co. cordially invites 

5 Ibs. Plastic Vegetable Fat desired you to visit booth No. 52 at the National 
METHOD: Confectionery Convention at Grand 


PART | Dissolve the egg albumin in the 45 fl. oz. water. Warm the 
Sweetose to 160° F. and place it in a vertical type beater. Start the 
beatcr, add the albumin solution and beat until light and fluffy. 


PART li Meanwhile boil the sugar, Sweefose and water to 265° F. If 
cocoa powder is to be added the cook can be lowered 5° F. Slowly add 
the hot syrup to Part | in the beater, continuing the beating until the batch 
starts to stiffen. Add the fondant and continue beating until the batch 
shows signs of shortness. Mix in the flavor and the nuts. 


Have the fat warmed sufficiently to melt. If cocoa is to be used mix it 
with the fat. Add the fat or cocoa and fat mixture and mix the batch suf- 
ficiently to incorporate the fat. Pour the batch immediately onto an 
eiled water cooled slab. As soon as cold, cut the batch and dip in coating. 


Central Palace, New York City. 

Our technical men will be on hand 
from June 5 to June 9 to answer your 
questions and give you the cost- 
saving, quality-improving details 
about Sweetose. 
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3 WAY COOLING CONVEYOR 
by 
LATINI 


. This machine is driven and synchronized direct- 


ly from the plastic machine. It can be supplied 
with a direct motor drive for use with other 
hard candy machines. 


- A large multi-blade blower is attached to the 


machine with controls to regulate the amount 
of air sent through the machine. 


. The discharge conveyor is built to the side 


of the machine and discharges candy at waist 
height for ease of packing or packaging. 





4. Oscillating shaker shakes the candy on the 24" 


wire mesh belt for greater cooling efficiency. 
All conveyors and belts are run from one end 
of the machine eliminating any long drive belts 
or chains. 


. Wire mesh belt is driven and guided by side 


chains which are totally enclosed, eliminating 
stretching or kinking. 


. The machine is thoroughly guarded for com- 


plete employee safety, and all parts are easily 
reached for cleaning. 








CHOCOLATE SPRAYING CO. 


i 2035-39 W. Grand Ave. 


CHICAGO 12, ILLINOIS 








for June, 1950 
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Increase QUTPUT, FINENESS 
Decrease LABOR, SPACE COSTS 


Diam. Rolls 1534" 
Total Length 43!/." 
Grinding Length 41" 





EFFICIENT, compact—the NEW 912AC has the highest production rate, while requir- 
ing comparatively little power, attention and floor space. Operating advantages are: Vibra- 
tionless operation under greatest strains, highest efficiency cooling even at maximum 
speeds, and unfailingly uniform transfer of chocolate, for a continuously smooth 


product. 


DESIGN FEATURES 


e Heavy cast iron frame of one-piece 
design for rigidity in operation. 


e Highest quality electric furnace Cen- 
trifugally-cast Dual Metal alloy rolls, 
internally machined and precision ground 
for maximum refining efficiency and ca- 


pacity. 


e Heavy duty Helical gears enclosed 
within machine frame, lubricated by con- 
tinuous oil stream from positive drive 
oil pump. 


e Heavy duty SKF self-aligning spher- 
ical roller bearings arranged for single- 
point grease lubrication. 


Write for Further Information 














IMPORTANT !| A BRAND NEW LEHMANN DEVELOPMENT 


will be introduced at the Confectionery Show! BOOTH NO. 15 


546 New York Avenue 


LEQ MAVN 


J. M. LEHMANN COMPANY, INC. 


Lyndhurst, New Jersey 
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Flavor is the thing that makes your product stand 
out from others. And Exchange Oil of Orange © | RA a | G E 


has the flavor...that distinctive and preferred U.S.P. 


taste unique to oranges grown in the sunny, 


sheltered vall eys of California. Distributed in the United States exclusively by 
FRITZSCHE BROTHERS, INC. 
76 Ninth Avenue, New York 11, N. Y. 


en . y ’ DODGE & OLCOTT, INC. 
Give it all your tests for quality, uniformity and 180 Varick Street, New York 14, N. Y. 


tT . , oof Distributors for: 
strength. You'll like it...and you'll buy it! eoameeneis Nanas aeeminds wenden 


PRODUCTS DEPARTMENT, ONTARIO, CALIF. 
Producing Plant: 
The Exchange Orange Products Co., Ontario, Calif. 


Try Exchange Oil of Orange for yourself. 
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every confectioner should know! 







KRIST-O-KLEER gives candies more taste ap- 
peal, because ...It keeps the true, fresh flavor of 
sweets from drying out. 











KRIST-O-KLEER gives candies more eye ap- 
peal, because... It has “moisture control.” Makes 
candies tender, creamy-smooth. 


KRIST-O-KLEER helps candies stay more ap- 
pealing, because ...It retains moisture upon expo- 
sure to air and low humidity. Helps keep candies 
fresh and creamy until they’re consumed. 


P.S. Because all these are important to you, order 
now — from National’s full line of KRIST-O-KLEER 
invert and partial invert sugar. 





THE NATIONAL SUGAR REFINING COMPANY 
New York, N. Y. and Philadelphia, Pa. 
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THERE’S A BETTER WAY to get the select, breakfast-fresh eggs it takes to make 
better candy. Just order . . . 


Armour (loyerbloom 


POWDERED 


00S, 








anuoga’l 


CREAMERIES 


GENERAL OFFICES + CHICAGO 9, ILLINOIS 
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PEIZER GUTRIG AGH 


Makes Them Beg For Just One More 


Citric acid rings the bell 
Makes hard candy taste so swell 
Children plead for just one more 





’Cause the flavor says ‘‘Encore’’! 


Free-flowing, non-caking, quick-dissolving, bubble-minimizing 
Pfizer Citric Acid is available as Anhydrous Citric Acid as well as 
the U.S.P. product. You'll save money on freight, shipping and 
handling charges by ordering the water-free Anhydrous product. 
For details on how to convert from the U.S.P. to the Anhydrous 
form, write: Chas. Pfizer & Co., Inc., 630 Flushing Avenue, 
Brooklyn 6, N. Y.; 425 North Michigan Avenue, 

Chicago 11, Ill.; 605 Third Street, San Francisco 7, Calif. 


Manufaclnring Chemists for Over 100 Years 


THe MANUFACTURING CONFECTIONER 
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When you use Clinton's SYRUPS and STARCHES 


Clinton’s laboratory tested syrups and starches are scientifically 
manufactured to insure you unvarying uniformity. Clinton's staff 
of highly trained technicians are constantly checking these prod- 
ucts to assure top quality, batch after batch. 


@ Our Sales Service Department is for your 
convenience. You'll find it mighty helpful 
and profitable in solving your technical 
problems. Write or call without obligation. 


Tops 


FOR CONFECTIONERS 
COAST-TO-COAST 


Clinton Foods, Inc. 


CLINTON, IOWA 








The program committee for the NCA 67th Annual Convention starting June 4, put the final buff on plans for the 
get together. Shown here as members of the committee are: seated, left to right—Charles Carilli, Edgar P. Lewis 
& Sons, Inc.: G 1 Convention Program Chairman I. C. Shaffer, Just Born, Inc.; NCA President Philip Gott; Con- 
vention Program Chairman C. R. Adelson, Delson Candy Co.; and Paul M. Beich, Paul F. Beich Candy Co., chair- 
man of the council on Candy. Standing, left to right—Tolbert N. Richardson, Jr.; Thomas D. Richardson Co.; Leon- 
ard Griffith, Fanny Farmer Candy Shops: W. Tresper Clarke, Rockwood & Co., Production Forum chairman; Fred 
E. Magenheimer, Mason, Au & Magenheimer; James A. King, Nulomoline Division, American Molasses Co.; John 
Kettlewell, director of NCA Council on Candy: and Harry Lustig. AMCC. 


\CA Convention Program 





NY HAT CANDY MEN want to know today is how they 
can continue operating on a fair basis—fair to 
themselves, their employees and the public—and the 
NCA 67th Convention program will help us find the 
answer to that tough problem, Irvin C. Shaffer, Just Born, 
Inc., NCA general convention chairman, announced after 
a special meeting of the NCA convention program com- 
mittee held recently in New York. 

Attending the meeting were Charles R. Adelson, Del- 
son Candy Co., chairman of the program committee; 
Paul M. Beich, Paul F. Beich Co., chairman NCA Couan- 
cil on Candy; Charles Carilli, Edgar P. Lewis & Sons, 
Inc.; W. Tresper Clarke, Rockwood & Co., chairman, 
production forum committee; Leonard Griffith, Fanny 
Farmer Candy Shops; James A. King, Nulomoline Div., 
American Molasses Co.; Fred E. Magenheimer, Mason, 
Au & Magenheimer Conf. Mfg. Co.; Tolbert N. Richard- 
son Jr., Thomas D. Richardson Co.; Philip P. Gott, NCA 
president; John Kettlewell, director, NCA Council on 
Candy, and Harry Lustig, Secretary-Treasurer, AMCC. 


Program Is Varied 


In commenting on convention plans, Program Chair- 
man Charles Adelson said, “The program now offers ses- 
sions which will appeal to executives in all phases of 
candy operations—from production techniques and qual- 
ity control to methods of directing consumer impulse 
purchases toward candy. At present, we have one ses- 
sion of keen interest to sales, merchandising, and adver- 
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lising executives. Another is geared to the thinking of 
production men and still another will draw purchasing 
men.” 


Forces Affecting Candy 


The opening session on Tuesday morning, June 6, will 
deal with candy and national affairs; candy and the inter- 
national scene with special emphasis on exports and im- 
ports; the sugar dilemma; effect of farm program on 
peanuts, dairy products, and egg prices; and the cocoa 
bean situation. 

How the Council on Candy of the NCA is acting to 
increase consumer acceptance of candy will also be pre- 
sented at this opening session, which promises to hold 
great interest for top management. 


Production Techniques 


A panel of 10 production experts will be answering at 








Next Month: Read detailed reports of your New 
York Conventions in The MANUFACTUR- 
ING CONFECTIONER. You will read the 
highlights of the ARC, NCWA, and NCA 
conventions with analyses of the more im- 
portant talks in the July issue. Other articles 
of interest to the trade will make up this 
interesting and informative issue. 
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least 100 questions pertaining to various production 
problems at the production forum session on Tuesday 
night, June 6. 


Convention Fun Features 


A complete program of entertainment features is being 
planned by the dinner dance, golf, and ladies entertain- 
ment committees. The golf tournament will be held at 
the Winged Foot Country Club, Mamaroneck, N. Y., on 
Monday, June 5, and the Genet dance will be a festive 
finale to convention activities on Thursday, June 8. Ladies 
entertainment features are being scheduled for June 5, 6, 
7 and 8. 


Sunday, June 4 


4:30 p.m. to 7:30 p.m.—NCA Fellowship Reception at the 
Waldorf-Astoria. Refreshments and dancing. Note: 
Members who decide to have dinner at the Wal- 
dorf following the NCA Fellowship Reception 
may make reservations direct to Mr. Philippe, the 
Waldorf-Astoria, at $5.00 a plate. 


Monday, June 5 


9:00 a.m.—NCA Golf Tournament * the Winged Foot Country 
Club, Mamaroneck, L. N. Y. Paul E. Forsman 
of the C. H. Forsman ot chairman, NCA 67th 
Convention Golf Committee. 

2400 p. m.—Official opening of 24th Confectionery Industries Ex- 
position at the Grand Central Palace. David P. 
O’Connor, vice president of Penick & Ford, Ltd., 
Inc., chairman, NCA Convention Exposition Com: 


mittee. 
Tuesday, June 6 
Morning Session . Astor Gallery 
9:30 a. m.—Film 
10:00 a. m.—Official opening of the NCA 67th annual convention 


by Philip P. Gott, president of the national Confec- 
tioners’ Association. 

10:05 a.m.—Plans for your 67th annual convention led by Irvin 
a Schafte er, vice president of Just Born, Inc. and 
chairman of the NCA 67th convention program. 

10:15 a.m.—The Program and Its Theme given by Charles R. 
Adelson, president of the Delson Candy Co. and 
chairman of the NCA 67th convention program. 

10:25 a. m.—Candy and National and International Affairs by 
Harry R. Chapman, chairman of the board of the 
New England Confectionery Co. and chairman of 
the NCA Washington Committee. 


10:45 a.m.—Trade Practices by the Honorable James M. Mead, 
commissioner of the Federal Trade Commission 
in Washington, D. C. 

11:25 a. m.—Council on Candy of NCA by Paul M. Beich, presi- 
dent of the Paul F. Beich Co. and chairman of the 
Council on Candy of the NCA. 

12:15 p. m.—Adjournment 

1:00 p. m.—Opening Luncheon with Irvin C. Schaffer presiding. 
Invocation. Talk on Distribution—The American 
Way by J. C. Penney. Adjournment. 

Evening Session * Astor Gallery 
7:30 p. m.—Film. 
8:00 p.m.—Production Forum with W. Tresper Clarke, chief 


chemist of Rockwood & Co., presiding. Partici- 
pants: Justin J. Alikonis, Paul F. Beich Co.:; 
Charles Carilli, Edgar P. Lewis & Sons, Inc.; 
Morris Cushman, Overland Candy Co.; Frank R. 
DeRoeck, James O. Welch Co.; G. Lloyd Latten, 
Schutter Candy, Division of Universal Match 
Corp.; Gordon R. Maybee, Fry-Cadbury, Ltd.; 
Walter L. Richmond, Garrott Candy Co.; Oscar 
Stout, Ross & Rowe, Inc.; and moderator James 
A. King, Nulomoline Division of the American Mo- 
lasses Co. Adjournment, 


Wednesday, June 7 
Morning Session . Astor Gallery 


Charles F. Haug, president of Mason, Au & Magenheimer 
Confectionery Manufacturing Co. and Co-chairman 


of NCA 67th Convention 


for June, 1950 


9:00 a. m.—Film 

9:30 a.m—Who Is Selling What and Where? by George F. 
Dudik, food Division of the Department of Com- 
merce. 

9:45 a.m.—Candy Sales Promotion by Distributor, a panel of 
talks presided over by Gordon Lamont, Lamont, 
Corliss & Co. Other speakers and subjects are: 
“Chain Drug Stores” by William E. Hawes, Jr., 
Peoples Drug Stores; “Independent Drug Stores” 
by Edgar S. Bellis, Edgar S. Bellis Pharmacy; 
“Chain Food Stores and Supermarkets” by J. R. 
Peachey, president of Loblaw Groceterias, Inc.; 
“Department Stores,” speaker to be announced; 
“Variety Chains” by F. Scott Crease, McLellan 
Stores Co.; “Vending Machines” by E. F. Hinkle, 
Automatic Canteen Co. of America; and “Whole- 
saler” by Richard C. Pinney, H. E. Shaw Co. 

12:00 Noon—Eye Catchers in Package Design. Fred E. Magen- 
heimer, secretary of Mason, Au & Magenheimer, 
Confectionery Manufacturing Co., as chairman and 
James H. Nash of New York as a speaker. Ad- 
journment, 

1:00 p.m.—Ltncheon at the Jade and Basildon rooms, Neal V. 
Diller, executive vice president of the Nutrine 
Candy Co., presiding. Speaker to be announced. 
Adjournment. 
Evening Session ° Astor Gallery 

8:00 p. m.—Progress in Plant Sanitation and Maintenance, Tol- 
bert N. Richardson, Jr., president of Thomas D. 
Richardson Co., presiding. 

8:05 p. m.—Sanitation and Law Enforcement by John L. Harvey, 
director of Regulatory Management, Food anJ Drug 
administration of the Federal Security Agency. 

8:20 p.m.—Plant Maintenance—Cost Accounting in San tution 
by Fred Jacobson, entomologist of the Stephen 
F. Whitman & Sons, Inc. 

8:30 p.m.—Dust Hazards and the Possible Remedies, “D-velop- 
ment of Standard Code and Practices,” by Arthur 
C. Schrier, vice president of E. J. Brach & Sons 
and a member of the Dust Explosions Hazards 
Committee of the National Fire Protection Asso- 
ciation. 

8:40 p.m.—Recent Technological Developments with John 
Henry, president of the DeWitt P. Henry Co. and 
Chairman of the NCA Research committee, pre- 
siding. 

8:50 p. m.— Quick ee Foods for Cold Climates by Co. Joseph 

- §. Kujawski, commanding officer of the Quarter- 
master Food and Container Institute of the Armed 
Forces. To be introduced by L. H. McClendon of 
Mars Inc., chairman of the NCA Army Confec- 
tionery Specifications Committee. 

9:10 p. m.—Shelf Life of Nuts in Candies by G. Lloyd Latten, of 
the Schutter Candy Division of the Universal 
Match Corp. and Chairman of the NCA Refrigera- 
tion Storage Projects Committee. 

9:30 p.m.—Report on Research Project at Southern Regional 
Research Laboratory by Dr. L. F. Martin, head of 
the Agricultural Chemical Research Division, U. S. 
Department of Agriculture. Adjournment. 


Thursday, June 8 


Morning Session . Astor Gallery 


Paul G. Sandell, partner and sales manager of Miss Morris 
Candies and chairman of NCA Employer-Employee 
Relations Committee. 

9:30 a. m.—Film 

10:00 a. m.—Employer-Employee Relations. 

10:05 a. m.—Negotiating Union Agreements by Moses Shapiro, 
attorney for the Confectionery Industrial Board, 
Inc. 

10:30 a.m.—-Company Pension Planning by Alfred J. Ostheimer 
III, Northwestern Mutual Life Insurance Co. 

11:15 a. m.—The Hidden Payroll-Non-Wage Labor Costs, speaker 
to be announced, 

11:45 a.m.—The Cocoa Bean Situation by H. Russell Burbank, 
president of Rockwodd & Co. and president of the 
Association of Cocoa and Chocolate Manufacturers. 

12:15 p.m.—Resolution, Herman L. Heide, president of Henry 
Heide, Inc. and chairman of the NCA 67th Con- 
vention Resolutions Committee, presiding. 

12:30 p. m.—Adjournment. 

7:00 p.m.—The Candy Ball at the Grand Ballroom, Samuel D. 

Fried of Korday Candies Inc. and chairman of 

the NCA 67th Convention Dinner Dance in charge. 

Dinner, entertainment, and dancing. 
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ARCO Convenes June 4th 


HE 30th annual Associated Retail Confectioners con- 

vention will open at the Commodore Hotel in New 
York, June 4 and run through the seventh with the pur- 
pose of answering many of the perplexing problems con- 
fronting the membership of the association. 

Members of the association are asked to bring pack- 
ages and candy samples for the Candy Clinic. This clinic 
has been designed to give the members an opportunity 
to judge their fellow confectioners and be judged as to 
packaging and any new pieces of confectionery being 
added to the general line. 

Conventioneers are also asked to bring samples of all 
advertising and promotional material such as newspaper 
ads, box stuffers, radio scripts, billboard copy, window 
and counter display advertising, etc., for use in the Candy 
Merchandising forum. 

Members are asked to come to the convention “Loaded” 
with questions for the “Ask the Experts” program Tues- 
day afternoon. 

The program for the convention is as follows: 


Sunday, June 4 


2:00 p.m.—Registration—Foyer, East Ballroom—Ballroom floor. 
7:00 p.m.—Self-treat Cocktail Party—Cocktail Lounge off Main 
Lobby. 
00 


p.m.—House of Friendship— Century Room — off Main 
Lobby. 


Monday, June 5 
MORNING SEMINAR—-SOUTH ROOM-—OFF MAIN LOBBY 
9:00 a.m.—Registration—Foyer—East Ballroom, Ballroom floor. 
10:00 a.m.—Seminar—Bakery—F ountain—Restaurant 
(a) Menu Planning 
(b) New Equipment 
(c) Personnel Training 
(d) Analysis of Costs 
Presiding—Forrest Murphy, Herz-Oakes Candy Co., St. Louis. 
Panel—Elmer G. Wieda, Wieda’s, Inc., Paterson, N. J. 
Mrs. Byron Heinemann, Heinemann’s Candy Com- 
pany, Milwaukee. 
John H. Jacobs, O. P. Baur Confectionery Co., Denver 
VISIT THE ALLIED TRADE’S EXHIBITS, WEST BALLROOM, BALLROOM 
FLOOR. 
12:30 p.m.—Luncheon—Parlors B and C, Ballroom Floor. (Mem- 
bers and Guests) 
Sweetest Day—1950—Sidney Bielfield 
Sweetest Day Results 1949 and Plans for 1950 
Ralph Hopkin, Philadelphia 
Seymour-Neill, Chicago 
Charles W. Welch, Ir., Detroit 
Jack Mavrakos, St. Louis 
George Frederick, New York 
Laurance See, Los Angeles 
AFTERNOON SESSION—EAST BALLROOM—BALLROOM FLOOR 
2:00 p.m.—Opening 30th Annual A.R.C. Convention. 
Address of Welcome—President H. L. Jeffery, Jr., 
The Maud Muller Candy Co., Dayton, Ohio. 
Appointment of Resolutions and Nominating Com- 
mittees. 
Annual Report of A.R.C. Secretary, W. D. Blatner, 
Chicago. 
2:30 p.m.—Candy and Chocolate Production Forum. 
Panel Discussion of Members’ Predetermined Ques- 
tions and Problems, Presiding: Ralph Hopkin, Mar- 
quetand’s, Philadelphia. 
Panel—James A. King, Nulomoline Div., American Molasses 
Co., New York. 
James Cyphers, Walter Baker Chocolate and Cocoa 
Div., Dorchester, Mass. 
Norman Cote, Wood & Selick, Inc., New York. 
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Peter C. Laureys and Joseph Schiftner, Loft Candy 
Corp., New York. 

Joseph B. Oliver, Oliver’s Candy Shoppe, Batavia, 
i § 


Ira Minter, Shellenberger’s Philadelphia. 


Tuesday, June 6 


MORNING—OPEN 
VISIT THE ALLIED TRADES’ EXHIBITS, WEST BALLROOM, BALLROOM 
FLOOR. 
12:30 p.m.—Luncheon—Parlors B and C, Ballroom, floor. (Mem- 
bers and Guests) 


AFTERNOON SEssioN—East BaLLROOM—BALLROOM FLOOR 


2:00 p.m. to 3:50 p.m.—Candy Merchandising Forum. 
(a) Staple Merchandising 
(b) Promotional Merchandising 
(c) Seasonal Merchandising 
(d) Gift Merchandising 
(e) Effective Displays: (1) Windows, (2) Interiors 
(f) Sound basic merchandising principles upon which 
our industry's (manufacturing retail confec- 
tioners) advertising can be built 
Presiding: Renya Starek, Mrs. Snyder’s Home Made 
Candies, Chicago. 
Assisting: Janice Wesley, Janice Wesley’s Chocolates, 
Milwaukee; 
Mildred Langan, Loft Candy Corporation, New York; 
Tom Barron, Barron’s Candies, Framingham, Mass.; 
L. M. Richards, Richards Co., Inc., Salt Lake City. 
4:00 p.m.—“Ask the Experts”—A discussion of timely subjects 
affecting the manufacturing retail confectioner, in- 
cluding production planning and cost computation. 
Presiding: G. R. Frederick, Loft Candy Corporation, 
New York; Herbert Dimling, Dimling’s Candy Shops, 
Pittsburgh; Chas. H. Welch, Jr., Fred Sanders, 
Detroit; Frederick E. Herbert, Herbert’s Candies, 
Inc., Worcester, Mass.; S. W. Neill, Mrs. Snyder's 
Home Made Candies, Chicago; Samuel Caploe, Sun- 
day’s Candies, Dorchester, Mass. 
7:00 p.m.—Self-treat Cocktail Party—Cocktail Lounge—off 
Main Lobby. 
8:00 p.m. 2 :00 a.m.—Dinner Dance—Century Room—Off Main 
obby. 


Wednesday, June 7 


MORNING—OPEN 
VISIT THE ALLIED TRADES’ EXHIBITS, WEST BALLROOM, BALLROOM 
FLOOR. 
12:30 p.m.—Luncheon—Parlors B and C, Ballroom, floor. (Mem- 
bers and Guests) 
Council on Candy—John Kettelwell. 
AFTERNOON SEssiOoN—EAst BALLROOM—BALLROOM FLOOR 
2:00 p.m.—Report of Resolutions Committee. 
Report of Nominating Committee. 
Election and Installation of Officers. 
2:30 p.m.—Candy Clinic and Windows for Special Days. 
Presiding: Miss Grace Sternberger, Mavrakos Candy 
Co., St. Louis. 
Assisting: Miss Ruth Meinsen, Fred Wolferman, Inc.. 
Kansas City. 
WINDOWS FOR SPECIAL DAYS 


1. Christmas—Frank G. Shattuck Co., New York. 

2. Valentine’s Day—Malin-Hall, Philadelphia. 

3. Easter—Loft Candy Corp., New York. 

4. Mother's Day—Barron’s Candies, Framingham, 
Mass. 

5. Father’s Day—Betty Dixon Candy Shops, James 
town, N. Y. 


6. Hallowe’en—Marquetand’s, Philadelphia. 
7. Thanksgiving—Chester Asher, Philadelphia. 
8. Sweetest Day—Mrs. Snyder's Home Made Candies 
Chicago. 
5:30 p.m.—Adjournment. 
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| JUST ONE INGREDIENT 
Improves CANDY 5 Ways 


e#eee, 


%) NONFAT DRY MILK SOLIDS 


1. Heightens flavor 


a 
y 2. Produces a creamier consistency 
& 4 3. Modifies excessive sweetness 
4. Develops finer texture 


5. Thickens more easily, with less cooking 


The advantage to you shows up in your cash 
register, for good candy is always profitable. 
Use the New, Improved LAND O’LAKES 
Nonfat Dry Milk Solids in caramels, fudge, 
milk chocolate coatings—wherever your 
formula specifies milk. Developed especially 
for candy making—always fresh, uniform, 
convenient to use. And while it adds quality, 
it subtracts cost. Try it; see for yourself. 


CONTINUOUS SUPPLY OF NEW IMPROVED NONFAT 
DRY MILK AVAILABLE EVERYWHERE—QUICKLY 


Immediate Delivery Through Branches, Brokers and 
Jobbers in Principal Cities, or write LAND O' 
LAKES Creameries, Inc., Minneapolis 13, Minnesota. 





In drums, barrels, and 
the NEW, handy 100 
Ib. and 50 Ib. Multi- 


wall bags. QUALITY 
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DIRECTORY OF EXHIBITORS 


Confectionery Industries Exposition During N.C.A. Convention—June 5-8 


at the Grand Central Palace, N. Y. 


Note: The exhibitors listed in boldface type have further 
described their products in the Advertising Pages of THE 
MANUFACTURING CONFECTIONER. 


ALUMINUM COOKING UTENSIL, Wear-Ever Build- 
ing, New Kensington, Penna. Booth No. 11. In attend- 
ance: W. P. Benghauser. 


AMERICAN CHOCOLATE MOLD CO., 173 Lafayette 
St., N. Y. 13, N. Y. Booth No. 93. Moulds for solid and 
hollow chocolate. Items: ice cream and baking moulds. 
In attendance: Samuel and George Friedwald. 


AMERICAN LECITHIN CO., INC., 57-01 32nd Ave., 
Woodside, L. I, N. Y. Booth No. 49. Soybean lecithin 
products. In attendance: Joseph Eichberg, president; John 
F. Wagner, sales representative; and Harold Crooks, 
chemist. 


AMERICAN MAIZE-PRODUCTS CO., 100 East 42nd 
St., N. ¥Y. 17, N. Y. Booth No. 89. Corn syrup, moulding 
starches, thin boiling starches for the confectioner, W-13 
stabilizer, dextrose. In attendance: J]. B. Melick, C. H. 
Sanford, A. C. Hopkins, Jr.. R. L. Lloyd, T. J. Dodd, 
W. E. Carman, A. Doscher, C. C. Davis, R. H. Jacobson, 
T. P. Shea, J. Cornell, J. J. Binder, J. A. Murray, J. B. 
Brouwer, and J. J. Fitzmorris. 


AMERICAN SUGAR REFINING CO., 120 Wall St., 
N. Y. 15, N. Y. Booth No. 64. In attendance: Edward 
J. Sticknoth, Michael J. Murray, C. H. White, Jr., E. D. 
Hughes, Edward W. Meeker, and Edward Tindall. 


AMSCO PACKAGING MACHINERY CO., 31-31 48th 
Ave., Long Island City, N. Y. Booth No. 76. Packaging 
machinery. In attendance: Edwin Messmer, John Sy!l- 
vester, Gene Cignoli, John Kelly, John Keenan, Ed 
Watson, and Steve Watson. 


T. H. ANGERMEIER & CO., 245 Seventh Ave., N. Y. 1, 
N. Y. Booth No. 74. In attendance: Herbert and Wilbur 
Angermeier. 


ANHEUSER-BUSCH, INC., 721 Pestalozzi St., St. Louis 
18, Mo. Booth No. 113. Corn starches, corn syrups, corn 
dextrines, gums. In attendance: A. von Gontard, Arthur 
E. Weber, Arthur C. Mohr, Richard F. Amacher, Harold 
E, Bush, Harry Best, Charles F. Grupe, and Arthur F. 
Moeslein. 


ATLANTIC GELATIN, DIVISION OF GENERAL 
FOODS CORP., Woburn, Mass. Booth No. 100. All 
grades of gelatin. In attendance: Joseph H. Cohen, gen- 
eral manager; Dr. J. A. Dunn, sales manager; Arthur 
Tole; Harold Ringland; Norman Vance, Jr.; and O. W. 
Johnson. 


FRANKLIN BAKER DIVISION OF GENERAL 
FOOD, CORP., 15th and Bloomfield, Hoboken, N. J. 
Booth No. 84. In attendance: Harry P. Haldt, C. J. 
Sugrue, G. W. McCullom, B. H. Macaulay, W. L. Bon- 
ney, A. E. Olson, G. T. Brown, A. J. Post, and M. E. 
Barker. 


WALTER BAKER CHOCOLATE & COCOA DIVI- 
SION GENERAL FOODS CORP., Pierce Square, Dor- 
chester, Mass. Booth No. 53. Chocolate and cocoa. In 
attendance: H. O. Frye, A. E. Fest, N. W. Kemp, D. E. 
Hegarty, E. G. Derby, T. G, Churchill, A. C. Quale, 
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H. W. Levasseur, R. G. Schnyer, J. F. Cyphers, E. R. 
Holzmacher, C. R. Phoenix, H. W. Thomas, Herb Theile, 
L. E. Pierce, R. W. Gries, J. P. Gray, Wayne Pence, A. J. 
Hahn, W. Winkleman, W. H. Kansteiner, Sr., W. H. 
Kansteiner, Jr., William B. Naylor, E. S. Murray, G. G. 
Simpson, G. E. Sutter, W. F. Ison, and R. S. Ison. 


BAKER PERKINS, LTD., Saginaw, Mich. Booth No. 95. 


BAYWOOD MANUFACTURING CO., 11-13 Sterling 
Place, Brooklin 17, N. Y. Booth No. 114. In attendance: 
A. L. Starace, S. Schoen. 


BEN-MOORE MANUFACTURING CO., 3038 Atlantic 
Ave., Brooklyn 8, N. Y. Booth No. 27. Coating machines, 
mixers and cooling tunnels. In attendance: Richard M. 
Bender, George P. Eberlin. 


THE BEST FOODS, INC. 1 E. 43rd St., N. Y. 17, N. Y. 
Booth No. 45. Hard fats, coconut oils, cottonseed oils, 
and peanut oils. In attendance: J. J. Jones, J. A. Mar- 
shall, J. J. Lucas, Sherman Murphy, Jr., and R. T. Farrell. 


BLANKE-BAER EXTRACT & PRESERVING CO. 
3224-3234 South Kingshighway, St. Louis 9, Mo. Booth 
No. 66. Fruits, flavors, and colors for use in candies of 
all kinds. In attendance: A, H. Knese, Edmund Lucast, 
Harry L. Johnson, and C. R. Klofkorn. 


BRAMLEY MACHINE CO., 880 River Rd., Edgewater, 
N. J. Booth No. 86. H.M.S. Five Roller Refiner, Bramley 
Mill. In attendance: B. M. Halpern, A. Simon (Belgium), 
Mr. M. Luhne, I. Haber and A. Stern. 


BRAZIL NUT ADVERTISING FUND, 100 Hudson St. 
N. Y. 13, N. Y. Booth No. 4. Brazil nuts. In attendance: 
T. R. Schoonmaker, E. A. DeLutio, and Mrs. T. R. 
Schoonmaker. 


BREWERS YEAST COUNCIL, INC., 314 N. Broadway, 
St. Louis 2, Mo. Booth No. 104. Brewers dried yeast. 
Non profit organization for research and educational pro- 
motion. In attendance: Elsie Singruen. 


BURRELL BELTING CO. 7501 N. St. Louis Ave., Skokie, 
Ill. Booth No. 47. Plasticoat glazed cooling tunnel belt- 
ing and plaques, double texture white glazed cooling tun- 
nel belting, single texture white glazed cooling tunnel 
belting and plaques, crackless glazed cooling tunnel 
belting, feed-table endless belts (treated and untreated), 
turntable belts endless (treated and untreated), bottomer 
table endless belts (treated and untreated), peanut feeder 
endless belts (treated and untreated), batch roller belts 
re-inforced edge patent No. 2087212, caramel cutter belts 
endless with metal lace, caramel cutter boards (treated), 
fan and drum woven endless belts, cocoa press pads, splic- 
ing cement, and splicing tape. In attendance: W. H. 
Jenks, Howard G. Aylesworth, Earl F. Mayer, James A. 
Linn, John M. Moyer, Carrol’ Aylesworth, C. B. Turner, 
W. F. Ison. 


CALIFORNIA ALMOND GROWERS EXCHANGE, 
1802 C St., Sacramento 8, Calif. Booth No. 65. Califor- 
nia shelled almonds. In attendance: Dale Morrison, sales 
manager; Jack Axer, asistant sales manager; and Charles 
H. Muller, eastern sales director. 


CALIFORNIA FRUIT GROWERS EXCHANGE, 616 
Grove St., Ontario, Calif. Booth No. 98. Citrus jellies 
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CALIFORNIA WALNUT GROWERS ASSN. 1745 E. 
Seventh St., Los Angeles 54, Calif. Booth No. 26. Shelled 
walnuts. In attendance: M. L. Sale, and G. P. Kelly. 


S. A. CARLE & MONTANARI, Via Neera, Milan, Italy. 
U. S. Office—6 W. 77th St., Apt. 11 C, N. Y. 24, N. Y. 
Booth No. 91. Machines for cocoa, chocolate, candy, and 
confectionery business. In attendance: C. A. Mascherin. 


FRED S. CARVER, INC., 345 Hudson St., N. Y. 14, N. Y. 
Booth No. 68. Carver cocoa presses, Carver cocoa butter 
presses, and the Carver laboratory press. In attendance: 
Fred S. Carver, William S. Carver, Robert W. Carver, 
and J. F. Shannon. 


CHERRY-BURRELL CORP., 427 W. Randolph St., Chi- 
cago 6, lll. Booth No. 40. Sanitary vats, fittings, pumps, 
homogenizers. In attendance: L. P. Martens, B. F. Jake- 
man, E. Randall, T. Crane, A. M. Brown, and F. R. Ken- 
nedy. 


CHOCOLATE SPRAYING CO., INC., 2035-39 W. Grand 
Ave., Chicago, Ill. Booth Nos. 82, 83. Sucker machines, 
plastic machine, sizers, three way cooling conveyors, re- 
volving pans, decorators, sugar sanders. chocolate spray- 
ing systems, chocolate pumping and tempering systems. 
In attendance: Leo Latini, John Latini, John Shefiman, 
and G. Holmberg. 


CLINTON FOODS INC., Clinton, Iowa. Booth No. 71. 
Corn syrups, clintose (dextrose), and starches. In attend- 
ance: C. W. Metcalf, J. M. Waters, Carl Whiteman, 
H. A. Bendixen, E. C. Alderson, Ed Cottral, W. M. 
Krafft, L. D. Buhrer, P. H. Mueller, R. H. Jackson, S. C. 
Clayman, A. C. Junge, T. Eddington. 


CORN PRODUCTS SALES CO., 17 Battery Place, N. Y. 
4, N. Y. Booth No. 77. Cerelose brand dextrose, Globe 
brand corn syrup, Puritose brand corn syrup, Buffalo 
brand special moulding corn starch, Hudson River brand 
corn starch, and Buffalo brand corn starch. In attendance: 
W. H. Gamble, J. M. Krno, J. E. Walz, E. W. Schmitt, 


A. G. Peterson, H. Fisher, J. M. Coe, and R. R. Adam. 


CRYSTAL TUBE CORP., 538 S. Wells St., Chicago 7, II. 
Booth No. 101. Packaged items for which cellophane 
supplied during year. Emphasis on seasonal packing. 
Candy canes in special stock designs, Easter packaging 
featured. In attendance: Harold Goldring, Reynold H. 
Goodman, Eileen Clifford Walsh, Mike Mainthow, Her- 
man Bornstein, Harry Wainer, William Bederson, and 
Ed Rush. 


CURRIE MANUFACTURING CO., 1837 W. Grand Ave., 
Chicago, Ill. Booth No. 78. Automatic starch tray stack- 
ers and feeders, candy cleaners, starch tray dollies, steel 
and wood truck casters and wheels, In attendance: Don 
W. Currie, H. W. Currie, Donald M. Currie, William 
Kaufman, and J. C. Decker. 


THE DOBECKMUN CO., 3301 Monroe St., Cleveland 13, 
Ohio. Booth Nos. 41, 42. 


DOCONA ASSOCIATES, P.O. Box 123, Glen Ridge, 
N. J. Booth No. 16. Fumigating chambers. In attend- 
ance: O. N. Auer, John P. Auer. 


DOUGHBOY INDUSTRIES, INC., New Richmond, Wis. 
Booth No. 47. Heat sealing machines and conveyors. In 
attendance: E. R. Livingston, William B. Sanford, Bill 
Reimer, and Henry Manley. 


R. M. DUBIN CORP., 2500 S. San Pedro St., Los An- 
geles, Calif. Booth No. 73. Candy making machinery. In 
attendance: R. M. Dubin, S. Dubin. 


E. I. DUPONT de NEMOURS & CO., INC., Wilming- 
ton, Del. Booth No, 88. Cellophane. In attendance: 
R. M. MacDonald, B. C. Robbins, L. B. Steele. 


DURKEE FAMOUS FOODS, DIVISION OF THE 
GLIDDEN CO., Elmhurst, L. I., N. Y., and Elston Ave., 
Chicago, Ill, Booth No. 17. Coconut oil products, para- 


page 30 





EXPOSITION HOURS 
Monday, June 5 
2:00 p.m. to 8:00 p.m. 
Tuesday, June 6 
12:00 Noon to 8:00 p.m. 
Wednesday, June 7 
12:00 Noon to 8:00 p.m. 
Thursday, June 8 
12:00 Noon to 5:00 p.m. 





mount, coconut. In attendance: H. S. Davis, C. Lantz, 
E. G. Kaupert, W. A. Wymer, P. Johnson, P. Welker, 
and J. Hammond. 


FILTROL CORP., 727 W. Seventh St., Los Angeles 17, 
Calif. Booth No. 44. Dehydrating agent known as Desic- 
cite No. 25 and No. 25F. In attendance: Roger A. Lovett, 
manager of Desiccant division. 


FOOTE & JENKS, INC., Jackson, Mich. Booth No. 117. 
Vanillas—flavors. In attendance: T. J. Torjusen, Sidney 
Ross. 


HARRY L. FRIEND CO., 200 Old Colony Rd., S. Boston, 
Mass. Booth No. 116. In attendance: Mr. and Mrs. Don 
McCulloch. 


R. E. FUNSTEN CO., 1515 Delmar Blvd., St. Louis 3, 
Mo. Booth No. 20. Seventeen grades of select shelled 
pecans. In attendance: H. L. King, P. A. Noble, K. J. 
Shaw, L. T. Schweider, and J. R. Hanna, 


. W. GREER CO., 119 Windsor St., Cambridge 39, Mass. 

Booth Nos, 5-8. Chocolate coating and cooling equip- 
ment, chocolate melting and tempering kettles, cream 
depositors, multi-tier cooling conveyors, solid chocolate 
bar moulding machines. In attendance: Fred W. Greer, 
Don S. Greer, Charles R. Becker, Fred H. Behn, Roder- 
ick L. Grace, William Walker, George S. Dolber, and 
Melvyn Mickevicz. 


GROEN MANUFACTURING CO., 4535 Armitage Ave., 
Chicago 39, Ill. Booth No, 96. Stainless steel steam 
jacketed kettles, kettles with sanitary type agitators, vac- 
uum pans, revolving pans, and laboratory kettles. In at- 
tendance: Fred H. Groen, Jr., Ray McVicar. 


HAYSSEN MANUFACTURING CO., 13th & St. Clair, 
Sheboygan, Wis. Booth Nos. 18, 19. Automatic wrapping 
machines. In attendance: Harold White, H. S. Sharp, 
J. D. Leavitt, J. C. Johnston, and Fraser Perry. 


HOOTON CHOCOLATE CoO., 339-361 N. Fifth St., New- 
ark 7, N. J. Booth No. 36. Chocolate coatings, chocolate 
liquors, and chocolate powders. In attendance: G. B. 
Dodd, president; E. J. Teal, vice president; Lloyd S. 
Fiscus, sales manager; A. G. Enman, factory manager: 
Frank J. Wolf, Jr.; Fritz Baehr, Arnold H. Hirt; and 
C. M. Schorr. 


B. H. HUBBERT & SON, INC., 1311 S. Ponca St., Bal- 
timore 24, Md. Booth No. 56. Rosslyn and stainless steel 
steam jacketed kettles. In attendance: J. J. Hubbert, 
James L. Dyson, Walter Trevillian. 


THE HUBINGER CO., 601 Main St., Keokuk, Iowa. 
Booth No. 87. OK corn syrup unmixed (glucose), OK 
corn ‘starches (thin boiling, special moulding, regular 
moulding, etc.). In attendance: R. S. Fisher, president; 
R. L. Krueger, special assistant to president; A. M. Rob- 
inson, vice president in charge of sales; J. T. Flahiff, 
Middle Atlantic States sales manager; George W. Hines, 
Chicago manager; H. S. Brightman, New England man- 
ager, et al. 


FANCY CONTAINER DIVISION, I. D. CO., 150 Spring 
St., N. Y. C. Booth No. 34. In attendance: A. S. Katz- 
man, A. B. Katzman, Max Rehns, S. L. Kaye. 
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Cut your candy manufacturing Cost 





Equipment 
q t] en CURRIE CANDY CLEANER 
has minimum working parts, 
adjustable brushes, adjust- 
able candy feed. This ma- 
chine will handle ihe out- 
put of your moulder. 
Brushes removable in a mat- 
ter of minutes. This unit is 
sanitary and durable, and 
can be placed in your pro- 
duction line in a matter of 
minutes. 






















CURRIE AUTOMATIC 
STARCH TRAY FEEDER is a 
safe, sanitary, and labor sav- 
ing unit for your 
mogul. Takes com- 
plete stack at a 
time, deposits one 
tray at a time on 
mogul chain. Pro- 
vides continuous 
production flow. 
































CURRIE 


MANUFACTURING COMPANY 


Engineers to the Candy Industry 





CURRIE AUTOMATIC STARCH TRAY STACKER will give you 
increased production, elimination of hand stacking, reduced tray 
breakage, and improved sanitation. Can be used with Bausman, 


1837-43 WEST GRAND AVE., CHICAGO 22, ILLINOIS = National, Greer, or any other type system. 
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JIFFY MANUFACTURING CO., 360 Florence Ave., 
Hillside, N. J. Booth No. 12. Jiffy insulated bags and 
Jiffy insulated boxes. In attendance: Jack MacDonald, 
Warren Lyman. 

JOSEPH F. KERN, JR., & ASSOCIATES. INC., 115 
Broadway (Room 1508) N. Y. 6, N. Y. Booth No. 28. 
Pittsburgh Lectrodryer (Air dehumidifier) and the Day 
Company—Dust Collection Equipment. In attendance: 
George L. Simpson, vice president of the Pittsburgh Lec- 
trodryer Corp.; Roy Gorgen, sales manager of the Day 
Co.; and Joseph F. Kern, Jr., and E. Anderson of the 
Day Company. . 


A. KLEIN CO., INC., 113 W. 17th St., N. Y. C. Booth 
No. 61. In attendance: Joseph Ehrenfeld, William 
Michaels. 


H. KOHNSTAMM & CO., 89 Park Place, N. Y. 7, N. Y. 
Booth No. 70. Featuring Atlas brand certified food col- 
ors and flavoring extracts for the confectionery industry. 
In attendance: Eastern division—Louis J. Woolf, presi- 
dent; Arthur Vogel, sales manager; and Andrew J. Tor- 
ter, G. Sloane, S. Ellis, C. Biddison, A. Holderied, and 
W. Kelly; Western Division—Hugo Pulver, vice presi- 
dent; W. H. Nelson, sales manager; and Robert Pulver 
and C. J. Beringer. 


. M. LEHMANN CO. INC., 550 New York Ave., Lynd- 

hurst, N. J. Booth No. 15. Machinery for production 
of chocolate. In attendance: C. B. Hoffman, sales man- 
ager; J. H. Gesell, sales department; E. E. Mueser, presi- 
dent. 


LYNCH CORP., PACKAGING MACHINE DIVISION, 
3600 Summit St., Toledo 1, Ohio. Booth Nos. 1, 2, and 3. 
Wrap-O- Matic wrapping machines. In attendance: M. H. 
Pendergast, J. P. McCarthy, M. V. Girkins, W. A. Doe- 
pel, M. J. Czarnieki, Jr.. F. G. Lenhart, O. Sandberg, 
O. R. Bowers, R. N. Craven. 


THE MANUFACTURING CONFECTIONER PUB- 
LISHING CO., 9 S. Clinton St., Chicago 6, Ill. Booth 
No. 50. Books and magazines concerning the confection- 
ery trade. In attendance: Mrs. Prudence Allured, Stan- 
ley E. Allured. 


MERRILL LYNCH, PIERCE, FENNER & BEANE, 
7U Pine St., N. Y. Booth No, 21. Commodity brokers. 
In attendance: R. R. Weihe, M. J. Forbes, and R. L. 
Stevenson. 


MILL RIVER TOOL CO., 338 Worthington St., Spring- 
field, Mass. Booth No. 51. Complete starch machines, 
depositors for all kinds of work, and pump bars. In at- 
tendance: A. L. Bauman, E. J]. Keefe, and A. E. Huse. 


MILLER WRAPPING & SEALING MACHINE CO., 
18 S. Clinton St., Chicago 6, Ill. Booth No. 76. Wrapping 
and sealing machinery. In attendance: Robert Freeman, 
John Corley. 


MILPRINT, INC., 431 W. Florida St., Milwaukee, Wis. 
Booth No. 85. Glassine, foil, and cellophane wraps. Cel- 
lophane bags, folding cartons, and lithographed display 
material. In attendance: Billy Heller, L. R. Zimmerman, 
Shy Rosen, Roy E. Hanson, Bert Hefter, Don Faulkner, 
Jim Hopkins, and John R. Little. 


BROWN INSTRUMENT DIVISION, MINNEAPOLIS- 
HONEYWELL REGULATOR CO., 4533 Wayne Ave., 
Philadelphia, Penna. Booth No. 35. In attendance: A. O. 
Pearson, J. F. Sullivan. 

VOP'TTOTISE INDUSTRIES, 1156 Fernando Rd., Los 
Angeles, Calif. Booth No. 9. 


MURNANE PAPER CO., 153 W. Ohio St., Chicago 10, 
Ill. Booth No, 46. Lint-free base cards, boats and trays, 
and lint-free dividers and partitions. In attendance: J. 
Hobie Murnane, Frank J. Murnane. 


NATIONAL EQUIPMENT CORP., 153-157 Crosby St., 
N. Y. 12, N. Y. Booth Nos. 29-33. Moguls, enrobers, 


continuous cookers, cooling tunnels, multiple tiers, sugar 
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sanders, cherry droppers, pump bars, depositors, auto- 
matic feeders, bottomers, chocolate melting kettles, tem- 
pering units, continuous cream cookers, peanut blanch- 
ers, colseth trucks, decorators, and stackers. In attend- 
ance: William H. Kopp, Joseph Greenberg, George S. 
Perkins, and M. M. Guggenheim. 

NEPTUNE METER CO., 50 W. 50th St., N. Y. 20, N. Y 
Booth No. 43. Water and syrup meters. In attendance: 
James H. Judge, George Wallace, Clarence W. Tvedt, 
and Frank G. Hundley. 


THE NULOMOLINE DIVISION (AMERICAN MO- 
LASSES CO.,) 120 Wall St., N. Y. 5, N. Y. Booth No. 
54. Nulomoline (standardized invert sugar), Nulco Melo- 
ripe (powdered ripe bananas), refined cane sugar, old 
fashioned molasses, liquid sugar and balanced invert sugar 
syrups. In attendance: Karl Fromm, Frank, Tragers, 
Fred Williams, John Calder, Fred Jansson, Edward 
Widmayer, F. Dehmel, William Patterson, Andrew 


Holmes, Roy Schwartz, John Jones, and James A. King. 


THE E. T. OAKES CORP., Lommack Road, Islip, N. Y. 


Booth No. 60. Oakes continuous automatic mixer. E. T. 
Oakes, president; E. Thomas Oakes, vice president; and 
L. G. Doom, engineer. 


PACKAGE MACHINERY CO., East Longmeadow, Mass. 
Booth No. 103. Automatic machines for setting up car- 
tons, for closing the covers on cartons, and for overwrap- 
ping packages. In attendance: George A. Mohlman, chair- 
man of the board; Roger L. Putnam, president; Tom 
Miller, vice president; Harold Mosedale, vice president in 
charge of production; Charles E. Palmer, vice president 
and director of engineering; Ed Buck, Otto Halbach, and 
Jack Tindal from Springfield; E. G. Westervelt, George 
Quisenberry, E. A. Hjelm, and L. A. Curtis of New 
York; T. Russell, W. H. Keil, C. R. Strehlau, L. E. 
Evans of Chicago; George Woody of Atlanta; J. J. Kelly 
of Boston; R. S. Lyons of Cleveland; J. R. Phin and 
S. R. Phin from Toronto; Harry Hoskins from Denver; 
E. A. Wagner of Dallas; Fred Todt from Los Angeles; 
and Hugo Schoener of Mexico. 


PEERLESS CONFECTIONERY EQUIPMENT CO., 
158 Greene St., N. Y. 12, N. Y. Booth No. 97. Peerless 
continuous plastic machine, Peerless chocolate foil wrap- 
ping machines, and Peerless round cooling conveyors. In 
attendance: Samuel Schwartz and Norman Schwartz. 


PENICK & FORD, LTD., INC., 420 Lexington Ave., N. Y. 
17, N. Y. Booth No. 63. Penford corn syrup unmixed, 
Doublas starches. In attendance: D. P. O’Connor, H. A. 
Horran, N. M. Kennedy, O. H. Tousey, O. R. Steffens, 
P. G. Wear, J. A. Kooreman, W. J. Brown, F. J. McCros- 
son, H. Lucas, N. Vance, Jr., O. W. Johnson. 


REIGEL PAPER CORP., 342 Madison Ave., N. Y. 17, 
N. Y. Booth No. 13. 


ROSS & ROWE, INC., 50 Broadway, N. Y. 4, N. Y., Wrig- 
ley Bldg., Chicago. Booth No. 111. YELKIN, the stand- 
ard lecithin, Placto milk and cream products, Fries true 
fruit and imitation flavors. In attendance: J. Edward 
Rowe, W. F. Schlesinger, J. E. Lynch, O. M. Stout, J. P. 
3ooker, H. R. Smith, E. J. McAuley, and W. K. Hilty. 


SAVAGE BROS. CO., 2638-46 Gladys Ave., Chicago 12, IIl. 
Booth No. 67. Fire mixers, marshmallow beaters, water 
cooled slabs, stainless steam jacketed kettles and mixers, 
sizing machine, caramel cutter, continuous candy cutter, 
furnaces, atmospheric and forced draft. In attendance: 
M. A. Savage, R. J. Savage, Jr., William P. Halpin, M. J. 
Linden, and John W. Linden. 


ROBERT E. SAVAGE CO., 400 N. Michigan Boulevard, 
Chicago 11, Ill. Booth Nos. 38 and 39. RESCO portable 
chocolate tempering mills in two sizes—100 Ib. and 350 Ib. 
capacity; RESCO stainless steel chocolate dipping tables; 
RESCO aluminum dipping trays and factory trays; 
RESCO aluminum candy paddles; and other special 
equipment for the manufacturing confectioner. In at- 
tendance: Robert E. Savage, N. H. Savage, A. B. Cas- 
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Atlas Certified Colors are the result of one-hundred years’ 
manufacturing experience. That accumulated know-how \ 


is a priceless asset — assuring you of dependability and 
uniformity ALL the time, plus specialized counsel and CERTIFIED 
cooperation to solve individual color problems any time. i, COLORS 
Leaders everywhere rely on ATLAS colors for uniformity, 
maximum solubility, and exceptional working qualities 
. as well as an infinite variety of shades and brilliance 
of color for every food product. Write on your letterhead 
for samples, information, color counsel. 
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better than new...it’s TIME-TESTED 





for years...the standby of leading confectioners 


Get Kanatrol’s rich, distinctive flavor and character 
that builds steady, repeat business. Discover how high temperatures 
don’t dissipate Kanatrol flavor. See how you save, too... 
just one ounce flavors 100 Ibs. of confectionery! 


For all your imitation vanilla requirements . . . in 
marshmallow, fudge, caramels, cream centers or taffy 
... fely on Kanatrol, the favorite where strength, uniformity and 
quality are demanded. Kanatrol is another fine product 
of Kohnstamm’s laboratory research and control and 
100 years of flavoring “know-how”. Place a trial order today. 
Your satisfaction guaranteed . . . write, wire or phone 
the nearest H. Kohnstamm headquarters. 








FIRST PRODUCERS OF CERTIFIED COLORS 


OHRSTARRN ¢ COMPANY Enc. 


ESTABLISHED 1851 
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sidy, A. B. Cassidy, Jr.. Ted Merckens, Jan van Halder, 
and O. E. Segrin. 


F. J. SCHLEICHER PAPER BOX CO., 1811 Chouteau 
Ave., St. Louis. Booth No. 79. In attendance: P. Beach, 
E. J. Penn, R. Simpson, J. Nunez, R. Schlienz. 


GEORGE SCHMITT & CO. INC., 253 Maujer St., 
Brooklyn 6, N. Y. Booth No. 25. Packaging designs, box 
wraps, displays, cellophane bags, foil candy bar wraps, 
etc. In attendance: W. H. Gunther, Jr.. W. T. Camp- 
bell, Frank V. McGirr, and W. F. Browning. 


SIMPLEX PACKAGING MACHINERY INC., 534 23rd 
Ave., Oakland, Calif. Booth No. 76. Wrapping ma- 
chinery. 


W. C. SMITH & SONS, INC., 2539 N. Ninth St., Phila- 
delphia, Pa. Booth No. 92. Chocolate coaters, chocolate 
melters, cream beaters, plastic cream forming machines, 
caramel cutters, and hard candy cutters. In attendance: 
W. C. Smith, Sr., W. C. Smith, Jr., John Lockton, George 
F. Reid, Frank Gusinde, Ted Merckens, and S. Charles 
Jacques. 


SPECIALTIES APPLIANCE CORP., 1220 W. Van Bu- 
ren St., Chicago 7, Ill. Booth No. 22. Nut roasters, corn 
curls cookers, and potato chip cookers. In attendance: 
Paul Musick. 


A. E. STALEY MANUFACTURING CO., Decatur, IIL 
Booth No. 52. Confectioner’s starches, corn syrup un- 
mixed, SWEETOSE corn syrup, STA-SOL lecithin. In 
attendance: P. D. Doolen, F. H. Brock, R. L. Schuerman, 
A. R. Staley, I. F. Wieland, G. H. Batchelder, H. J. 
Reavis, J. C. Heyer, E. H. Schrader, N. K. Hammer, 
L. H. York, P. H. Prentiss, L. D. Borden, Ralph Dom- 
broski, C. A. Moore. 


THE STANDARD CASING CO., INC., 121 Spring St., 
N. Y. 12, N. Y. Booth No. 58. Stainless steel fondant 
trucks, stainless steel tubs, drums and pans, and sundry 
stainless steel items. In attendance: Daniel Koss, Law- 
rence D. Koss. 


STEINHARDTER & NORDLINGER, 105 Hudson St., 
N. Y. 13, N. Y. Booth No. 72. Chocolate and candy mak- 
ing equipment. In attendance: Dr. E. M. Huttrer, H. M. 
Kenter, A. Schwartz, Miss M.- Berk, and Mrs. B. Starr. 


STERWIN CHEMICALS, INC., 170 Varick St., N. Y. 13, 
N. Y. Booth No. 105. Zimco Brand Lignin Vanillin, 
Parakeet Certified Food Colors, and Roccal (Sanitizing 
Agent). In attendance: Fred Sherer, R. L. Lingott, Keith 
Baldwin (assistant technical director), W. X. Clark, 
(sa’es manager), and P. ValKolb (president). 


SUGAR INFORMATION, INC., 52 Wall St., N. Y. 5, 
N. Y. Booth No. 48. In attendance: H. L. Bogart. 

SYLVANIA DIVISION AMERICAN’ VISCOSE 
CORP:, 350 Fifth Ave.. N. Y. 1, N. Y. Booth No. 102. 
Sylvania cellophane. In attendance: R. D. Handley, F. W. 
Spannagel, J. G. Mohlman, H. Newman, Jr., R. J. Scheb- 
ler, E. M. Farris, W. L. Wade, W. F. McCabe, J. Adrian, 
A. W. Longworth, Jr., and J. V. Armstrong. 

TRAVER CORP., 358-368 W. Ontario St., Chicago 10, 
Ill. Booth No. 115. Printed sheets and rolls, plain and 
printed tubing, bags and envelopes of cellophane, acetate, 
Glassine, pliofilm, foil, tralon (polyethylene), and‘ traver- 
sheen; printed holiday sheets and bands; die cut printed 
cellulose circle; die cut tralon circles—plain and printed; 
plain and printed cellophane carton liners; traco-paks 
made of grease-proof board and cellophane; plain and 
printed tralon sheets; tralon carton, drum and bag liners, 
tralon turkey and poultry bags; tralon and pliofilm produce 
bags; lox-tite partitions for cookies, candies, beverages, 
eggs, fruits, and anything of a fragile nature; hand as- 
sembled partitions; chocolate layer boards for candy 
automatic wrapping machines in sheets and narrow rolls; 
and traco transparencies, In attendance: Lewis G. Aston, 
Thomas R. Durkin, Max Solz, and Phyllis L. Maley. 


C. E. TWOMBLY CO., 146 Mystic Ace., Medford, Mass. 
Booth No. 103. Paper cups for confectioners, bakers’ 
butter chip, eclair cases, die cut and form specialties. In 


for June, 1950 


attendance: William E. Smith, Earl Douglas, Wellington 
Cramer III, George F. Twombly. 


UNION CONFECTIONERY MACHINERY CO., INC., 
318-322 Lafayette St., N. Y. 12, N. Y. Booth No. 112. 
Rebuilt confectionery and chocolate machinery. In at- 
tendance: Sidney Greenberg, Sol Goldstein, Meyer Green- 
berg, Dan Filardi, Sam Greenberg, and Herman Green- 
berg. 


UNION SALES CORP., DISTRIBUTOR FOR UNION 
STARCH & REFINING CO., Columbus, Ind. Booth 
No. 99. Union corn syrup unmixed and Union caramel 
color. In attendance: E. B. Pulse, G. W. Anderson, 
Deryl Foster, G. R. Underwood, and R. E. Shumaker. 


VACUUM CANDY MACHINERY CO., RACINE CON- 
FECTIONERS MACHINERY CO., 15 Park Row, N. Y. 
7, N. Y. Booth No. 75. Vacuum cookers steam and gas, 
depositors, sucker machines, plastic machines, cooling 
slabs, batch rollers, caramel cutters. In attendance: Claude 
J. Covert, president; J. L. Raffetto, junior vice president; 
W. F. Moore, vice president; R. S. Hislop, William 
Genich, and R. F. Gooderham. 


VOSS BELTING & SPECIALTY CO., 5645 Ravenswood 
Ave., Chicago 26, Ill. Booth No. 37. High gloss enrober 
belting, double texture white and black enrober belting, 
endless feed and bottomer belts, and all types of canvas 
specialties and sanitary conveyor belting for the candy 
industry. In attendance: Robert J. Voss, Joseph H. Voss, 
Jr., A. T. Stevens, Al Horka, Warren Frandsen, and 
Frank Gusinde. 


JOHN WERNER & SONS. INC., 713-729 Lake Ave., 
Rochester 13, N. Y. Booth Nos. 55 and 62. Confection- 
ery machinery. In attendance: Theodore Werner and 
Charles Werner. 


T. C. WEYGANDT CO., 165 Duane St., N. Y. 13, N. Y. 
Booth No. 110. Chocolate moulding machinery. In at- 
tendance: Max Kaderli, president; E. B. Kaderli, vice 
president; and Theodore Brust. 


I. J. WHITE CORP., 50 Houston St.. N. Y. 12, N. Y. 
Booth No. 90. 


WHITE-STOKES CO., INC., 3615 S. Jasper Place, Chi- 
cago 9, Ill. Booth No. 57. No. Display. Grand prize draw- 
ing. Will have suite at Waldorf-Astoria. In attendance: 
J. E. Stokes, president; E. R. Holmes, secretary-treasurer; 
E. G. Buchanan, service manager; C. A. Dillon, Eastern 
manager; W. A. Alexander, New York; E. G. Davisson, 
Boston, Mass. 


WHITSON PRODUCTS, DIVISION OF THE BOR- 
DEN CO., 350 Madison Ave., N. Y. 17, N. Y. Booth 
No. 109. Whipping agents. In attendance: G. H. Stuart, 
R. C. Owens, and E, J. Keeshan. 


WRAP-ADE MACHINE CO., 83 Valley St., Belleville, 
N. J.. Booth No. 107. Lollypop wrapping machine. In 
attendance: A. M. Powell and John A. Leslie. 


WRIGHT MACHINERY CO., Durham, N. C. Booth 
No. 69. Weighing and filling machinery, Mayplex, Hy- 
Tra-Lec automatic weighers A, C, & M. In attendance: 
G. M. Spicer, vice president for sales; H. C. Smith; I. P. 
Ritschel; E. O. Norvell; and D. F. Burns, Jr. 


Trade Press 

THE MANUFACTURING CONFECTIONER, 9 S. 
Clinton St.. Chicago 6, Ill. Booth No. 50. 

CANDY MERCHANDISING, 9 §S. Clinton St., Chicago 6, 
Ill. Rooth No. 50. 

CANDY INDUSTRY, 107 W. 43rd St., N. Y. 18, N. Y. 
Rooth No. 94. 

CONFECTIONERY-ICE CREAM WORLD, 99 Hudson 
St.. N. ¥. 13, N. Y. Booth No. 59. 

THE CONFECTIONER. 625 N. Milwaukee St., Mil- 
-waukee 2, Wis. Booth 108. 

CONFECTIONERS JOURNAL, 437 Chestnut St., Phila- 
delphia 6, Penna. Booth 118. 

INTERNATIONAL CONFECTIONER, INC., 80 Wall 
St.. N. Y. 5, N. Y. Booth No. 106. 
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Walter W. Sandell of 
MISS MORRIS CANDIES 


says....WE HAVE USED EXCHANGE CITRUS PECTIN 
OVER A PERIOD OF FIFTEEN YEARS IN THE MANU- 
FACTURE OF MISS MORRIS CONFECTIONS AND BELIEVE 
IT TO BE A SUPERB PRODUCT OFFERED THE CONFEC- 
TIONERS FOR THE MANUFACTURE OF PECTIN JELLS.” 





WALTER W. SANDELL, General Manager 
Miss Morris Candies 
517 North Third St., Minneapolis, Minn. 





Jelly candies made with 


EXCHANGE CITRUS PECTIN 


.--are tender and brilliantly clear, 
carry more flavor, are never gummy, stay fresh longer, 


set more quickly and pack more easily in bulk. 


A meticulous system of controls and tests keeps Exchange Citrus Pectin so 
evenly standardized that it always performs the same in your formulas. That 
means lower production costs, uniformly fine candy and good profits! Write 
for information and free sample. 





CALIFORNIA FRUIT GROWERS EXCHANGE 
Products Department: Ontario, California 


400 W. Madison Street, Chicago 6 « 99 Hudson Street, New York 13 Cc 1 T R U S P 3 Cc T i N 
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Awaiting you! At the N.C.A. Exposition, Walter Baker 
Chocolate Consultants from all over the country will be 
gathered at the Walter Baker booth No. 53 to greet you and 
discuss your problems, 


ise Mone 
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Herb Thiele 


Jim Gr 
a 
New York “ 


los Angele; 





R. W. Gries 
Cleveland 


Harry Thomas 
Boston 


WALTER BAKER CHOCOLATE CONSULTANTS 


Remember this: Because the success of his business 
depends upon the success of yours, you can always be sure 
that a Walter Baker consultant will help you select the right 


Walter Kansteiner 
Chicago 


coating for your candy. In doing so, he can select from over 
30 high-grade chocolate coatings and liquors made by Walter 
Baker especially for the confectionery industry. 


Plus—Broker Representatives in These Cities 


Atlanta Little Rock Omaha , : 
Charlotte Memphis Pittsburgh ay 
Chattanooga Miami Portland (Ore.) 

Dallas Milwaukee Salt Lake City 

Denver Minneapolis San Antonio 

Houston New Orleans Seattle 

Jacksonville Norfolk Tampa 


Kansas City (Mo.) Oklahoma City 





The First Name in Chocolate ...The Finest Name in Service 


91 CHOCOLATE 
S COATINGS 


Walter Baker Chocolate and Cocoa Division of General Foods Corporation, Dorchester 24, Mass. 
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Yes, there’s magic in D&O Flavors... 
the magic of good taste and sparkling 
freshness. That’s why candies with D&O 
Flavors live charmed lives...always 
climbing up, up, up to new and higher 
sales records. Candy manufacturers 
(who don’t already know) would do well 
to write immediately for samples of 

the DOLCO 5200 Line, the greatest 
innovation in the art of flavoring in 
over a decade. Test —TRY— 

Taste and convince yourself that 
D&O Flavors have the magic that 
charms customers to your 
candies—and keeps them charmed. 


WKOR DODGE «& OL 


oy, 
Baad gurier geared 


OTT, INC. 
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Loft adopts designs 
for small stores 


by CLARA BALDWIN 


OFT CANDY CoRP. has recently opened a number of 
L new retail stores, and others are to follow, each de- 
signed to expressly meet the needs of the community 
served and to best suit the individual location, with a 
decorative motif to create a desired atmosphere. 

This all translates to mean Loft is doing a great amount 
of experimental work in shop designing and decoration. 
The story is fascinating. For example, the new retail 
store opened a short time ago in Atlantic City. The 
store space was relatively small, with but one window, 
and narrow sales area. 

Aside from that Loft has been trying to evolve some 
way of overcoming the ever present sunlight-atmospheric 
handicaps to confection retailing, which ordinarily ne- 
cessitate the use of sun strips and awnings, thus blocking 
merchandise from view to potential customers during cer- 
tain periods of the day, perhaps curtailing trade. 

With all those points in mind, the designers decided 
to recess the front of the store, set the window at an 
angle, and build out a portico or marquee. Such con- 
struction permits the elimination of sun strips and awn- 
ings on the store’s one window. Prior to making the 
final design for that construction, however, studies were 
made into the sun positions on the front of the store, 
and it has been determined that the present structure 
of recessed front and marquee will successfully keep 
the sun off the store window for all except one hour of the 
day during the month of June. 


Curved Glass Window 


But such design with the recessed front and the 
marquee brought up another problem, namely it brought 
the window display too far back from the customer. To 
solve that, a curved glass was used on the window, which 
tends to eliminate reflections on the pane, thus giving 
the appearance of merchandise on display being closer 
to the customer. 

There was yet another problem concerning the store’s 
exterior. This was a one window store, and when the 
window was recessed, it faced in one direction only 
whereas the lines of traffic passing the window moved in 
two directions. To offset that situation, the opposite wall 
was mirrored. The display from the window reflects into 
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NIGHT VIEW of the front of one of Loft's new stores in Atlantic 
City. The front is recessed and the window is at an angle to 
eliminate necessity of awnings. 
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the mirror, giving better visibility. In addition, both the 
angle window and the huge mirror create the illusion of 
wideness to the shop. 

It is interesting to note that in making checks on traffic, 
reports show that every person passing at least stops to 
take a second look whether they actually go into the store 
or not. 


Spotlights Outside 


There is still an extra feature made possible by the 
exterior design. By using curved glass on the window, 
it has been possible to place the high-powered spot lights 
outside the glass on the street side to shine through the 
window onto the display merchandise. The glass serves 
as insulation to dissipate the heat from the lights, thus 
protecting the candy products. 

A doorplate of plexiglass was chosen for decoration, 
with the Loft insignia cut into the plexiglass. Lights have 
been installed in the door frame, and those lights illumi- 
nate the cut edges of the insignia. 


Store Without Counters 


Interior-wise this store has a number of interesting 
features, unique with it. It is first of all a store without 
counters, designed for self-service. There were several 
reasons behind such designing. Since the store is relatively 
narrow, the designers felt counters would take too much 
of the space. This way the customers have much more 
room in which to move about. 

But that was only part, for the management of Loft 
has felt for sometime that a candy store should be a happy, 
friendly place, and that counters might possibly create a 
barrier. With that thought in mind, they decided to take 
advantage of the small space of the Atlantic City 
store to experiment with the idea of having salespeople 
mingle with the customers, as friends. Further the elim- 
ination of counters provided a possibility for letting per- 
sons in a hurry serve themselves. All along in the average 
store setup, the wrapped candy has been back out of 


CLOSE-UP of front door and mirror. Note detail of plexiglass PUSH 

plate. Edge lighting by fluorescent tube is hidden in door frame. 

Mirror on return wall reflects for passers-by both window display 
and store interior. 

VIEW OF display wall showing series of lighted shadow boxes. 
VIEW OF right hand wall showing opened, semi-service, stock 
bins, display platiorm and Happiness wallpaper. 
COMBINATION wrapping unit and manager's desk offering full 
view of the shop. and at the same time, hiding bookkeeping area. 
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sight; this way it brings the packages out of hiding and 
puts them in reach of the customers. 

Special displays have also been worked into the de- 
sign. A large shadow box, or secondary window dis- 
play, stands back of the window proper, visible through 
it to the passersby. A third display unit comes as a sur- 
prise to the customers after they are inside, for it is a 
group of 12 small shadow boxes on the wall behind the 
second large display. Each of those shadow boxes fea- 
tures a specific item. 

Color plays a tremendous part in creating the atmos- 
phere of friendliness and happiness. Soft warm colors 
have been selected, grey, blue, yellow, with touches of 
coral—the Loft colors. One wall bears a mural effect of 
“happiness” wallpaper. That paper was designed on spe- 
cial order, with the instructions to the artist being to 
create an impression of happy things, nostalgic things, 
childhood memories—-scenes around candy. Episodes in 
the scene show such bits as the beau presenting candy 
to his best girl, a boy with one tooth and a lollipop. 
Birds flutter about. 


Firm Design on Paper 


Another wall is papered with a paper bearing an all- 
over design of the Loft insignia. All the way through 
care has been taken to keep the atmosphere that of re- 
finement, a feeling of quality, the living room setting 
idea. Chandeliers have been used to assist in effecting 
that atmosphere. All lighting is incandescent. 

Purely operational features include a bafflewall en- 
trance to replace the door into the stockroom. This 
eliminates the problem of keeping the door closed. 

To make certain the salespeople and management are 
in the front of the shop at all times, the manager’s desk 
has been placed in the front of the store and fashioned 
as a combination desk and wrapping unit. 

Already this store is a success story. People come from 
all over New Jersey to see it. On opening day announce- 
ments were made of a candy party at the new store, which 
meant tasting samples were available, and the store was 
jammed, in spite of a rainstorm. Business has continued 
good. The store is doing more business than its prede- 
cessor which had been off the street for more than a year 
but had enjoyed a more favorable location. Yet that in- 
creased business being done by the new store is in spite 





PICTURED ABOVE is the entrance to the Seventh Ave. Subway 
entrance of Loft’s new shop. 
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of the fact that Atlantic City has more recently been 
added to the list of distress areas as regards unemploy- 
ment. 


New Design Features 


Several of the features of the design for this store 
are to be carried over into newer stores being constructed 
by Loft. One of those is the manager’s desk-wrapping 
unit idea. The bafflewall entrance to the stockroom is 
to be standard construction from now on. Other Loft 
stores will be decorated with the wall paper bearing the 
Loft insignia. 

Four downtown units in Philadelphia are being re- 
decorated, and one of those at least will use a combina- 
tion counter and self-service technique. A plexiglass sign 
is being installed for the Chestnut Street shop, back- 
lighted. 

Just about the opening time for the Atlantic City store, 
a new Loft shop was opend in the Seventh Avenue sub- 
way entrance to the Pennsylvania Station in New York 
City. That subway shop is entirely different from any 
other, and probably will remain unique. The space to be 
utilized made special designing necessary. The main 
part of the shop is a perfect circle. Show windows sur- 
round about half of that space. 

Actually the store is two shops, for since one entrance 
is off the subway platform and the second direct from 
Penn Station, a glass display barrier has been placed 
through the center to divide the space in the middle. 

Fluorescent lightings are used above a dropped egg- 
crate ceiling. The egg-crate is a perfect circle, and at 
either side are glass strips which enclose further lightings. 

The whole design of this subway shop has been to 
create an atmosphere as light and airy as possible, in 
order to offset the drabness of the station platform. Col- 
ors are important, and for this shop blue and salmon 
have been used, with touches of bronze metal, and 
mirrors. 

Other stores are yet in discussion or in design, but 
the Loft designers and management are on their toes 
for the ideas which will give their customers the greatest 
convenience and serve them with the greatest facility 
and comfort, bearing constantly in mind the whole feel- 
ing that candy is a happiness product which should be 
presented in a fitting atmosphere. 





PICTURED ABOVE is the interior of Loft's Pennsylvania Station 
Store. 
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Sweetness 
as a factor in 


FLAVOR CONTROL 


by WESLEY H. CHILDS 


HAT DOES THE average person think of when candy 
WW is mentioned? We hope he thinks of a delicacy 
composed of sugars, chocolate, dairy products, nuts, 
fruits, fats, and other delectable ingredients made so 
flavorful as to thoroughly satisfy his taste. Sweets, the 
older name for confections, indicates a food distinctly 
different from other foods. Few people have to be coaxed 
to eat candy. We cut our sweet-tooth at an early age. 

During the war much propaganda was directed towards 
lowering our requirements of sugar. Nutritionists ad- 
vocated the use of less sugar in our diets. We do not 
wish to engage in any argument towards an increased 
consumption of sugar. However, as the result of sugar 
limitations, we learned that certain foods tasted differ- 
ently. Housewives found that below a certain level of 
sugar concentration, canned fruits seemed to be insipid. 


Sweetness and Flavor 


This raises an interesting point on flavor quality. We 
are prone to like the food to which we have become ac- 
customed. Had we been reared on a low sugar diet instead 
of one utilizing about 100 pounds of sugar per year, we 
might have missed any relationship between sweetness 
and flavor or have established a different value. Proper 
sweetening brings out the flavor. 

Gradually through the years, a reduction of sugar 
in candy has occurred. This has resulted from: (1) a 
desire to reduce the sweetness to avoid satiety, (2) the 
advent of corn syrup and other ingredients, (3) simplified 
control necessary for manufacturing operations, (4) the 
necessity to reduce costs to meet competion, and (5) a 
genuine desire to improve the nutritional value of candy. 

Some candy makers believed if candy were less sweet, 
people would eat more. High concentrations of sweets 
have a cloying effect. Also, sweetness might easily over- 
balance the other flavors. Much controversy has arisen 
about the relative sweetness of sugars. Many investigators 
have worked on this problem with the thought of con- 
tributing sweetness data of benefit to the food industry. 
More studies should be undertaken especially on foods of 
a high sugar composition. Competition in the confection- 
ery industry is so keen that the general and basic prin- 
ciples of flavoring must be followed. 
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Table I 

THE SWEETENING POWER OF VARIOUS SUBSTANCES ': * * * 
Sucrose (standard) 100 

Levulose 110 173 103 to 150 150 
Dextrose 67 74 50 to 66 50 
Corn Syrup 23 a _ _- 
“Sweetose” 40 - — - 
Honey 70 to 80 — — — 
Invert Sugar 93 123 78 to 95 85 
Lactose 16 16 27 to 28 — 
Maltose 33 32 60 50 
Maple Syrup 87 — — _ 
Licorice 12 Bes =? cs 
Glycerin - 108 q ne 
Mannitol . 57 -_ bad 
Sorbitol 54 — a 
Saccharin - 55,000 ae de 








Relative Sweetness 


Table 1 lists the relative sweetening power of various 
substances as reported by four authorities. We have 
relied on such data in the past. Table 2 shows that the 
relative sweetness of sugars when compared with that of 
sucrose, varies directly with the concentration, and is 
nearly twice as great in high concentrations as in low 
concentrations. The relationship is logarithmic. Table 3 
shows the variations in the relative sweetness of different 
substances at different concentrations in water. Table 4 
gives the concentrations of solutions of sugars and sub- 
stances of equal sweetness. 


Dahlberg and Penczek* studied the supplemental action 
of sugars, and indicated a definite supplemental effect of 
one sugar on another. Cameron’ does not agree that this 
enhancement occurs. 





EDITOR'S NOTE: “Sweetness as a Factor in Flavor Con- 
trol” is the third article in Mr. Childs’ series on flavor 
control. Mr. Childs’ first two articles appeared in the 
February and March issues of THE MANUFACTURING CON- 
FECTIONER. 

Readers’ comments are invited. 


THe MANUFACTURING CONFECTIONER 








me me we A ea Am a fn ne ees 


an = = = =e a Om 


—se oe oe how 








Table Il 
CONCENTRATIONS OF SUGARS OF EQUAL SWEETNESS * 


Enzyme 
Converted Ordinary 
Fructose Sucrose Glucose Corn Syrup Lactose Maltose Corn Syrup 
ows 2.0 3.2 5.0 6.0 OF. 7.0 
4.5 5.0 7.2 10.4 13.1 14.0 15.7 
8.7 10.0 12.7 17.9 20.7 21.1 25.1 
128 15.0 17.2 23.2 27.8 27.5 33.3 
16.7 20.0 21.8 28.2 33.3 34.2 42.3 
ins 25.0 27.5 35.0 rs ae 51.0 
30.0 315 41.0 55.0 
40.0 40.0 50.0 
50.0 50.0 
Table Ill sugar and corn syrup, corn syrup, or honey provided the 


VARIATIONS IN THE RELATIVE SWEETNESS OF PRODUCTS BY 
CONCENTRATION © 


Sweetening Value as Com- 
pared with Sucrose Solu- 


Approx. tions of: 

Sweetening Agent Solids 5% 10% 20% 25% 
IR: Vind ain 56 wide eee 100 100 100 100 100 
NR C4 utes dees oak ove 92 62 69 80 83 
ND aiid cenotaeses ous 71 73 77 79 82 
Corn Syrup: 

High Conversion (enzyme .. 82 42 50 63 68 
High Conversion (acid) .... 81 39 44 56 60 
Confectioners’ ............ 80 30 


36 45 51 


Sweetness Factors 


In candy, we should consider the sweetness factors 
of sucrose, invert sugar, corn syrup, dextrose, honey, and, 
possibly, lactose, the latter being present in certain dairy 
products. Cameron’ states, “The contradictory data in the 
early literature concerning the effect on its sweetness of 
the inversion of sucrose were due to non-consideration 
of its concentration.” This statement deters us from using 
invert sugar as a concentrated sweetener. 


The idea of reducing the sweetness of candy has con- 
siderable merit. In the past a less sweet candy has been 
assumed to require less flavor and acid in its fabrication 
to give a satisfactory tasting product, the milder base 
needing less fortification. Hence, a product of lower cost 
would result. Corn syrup has been used to achieve this 
purpose. 


Standards, Labeling 


Corn syrup has met with considerable success in the 
preserve industry which has problems somewhat similar 
to those confronting the confectionery industry. Several 
types of preserves, jams, and jellies are on the market. 
According to the trade practice rules* of the preserve 
industry, products may be prepared of fruit with sugar, 


ratio of fruit to the sweetening ingredient and the water 
soluble solids meet the specified standards. The products 
must be labeled to prevent misleading purchasers. Sugar 
is understood to mean either sucrose or dextrose or a 
combination. 

Fetzer® has stated that in a jam or jelly wherein corn 
syrup has been added on a dry weight basis up to 25 
per cent of the total sweetness added, such an article is 
indistinguishable to the average customer unless a control 
jar of a product made exclusively from sucrose is avail- 
able. 

Hard candy which consists essentially of carbohydrates 
has undergone many modifications. Cost has been lowered 
and possibly sweetness as well. Basic formulas for hard 
candy may range according to the following: 


Type A B C D 
ea 100 80 80 60 
Invert sugar lbs .: — 9 8 — 
Corn syrup lbs. ... — —- 10 40 
4 | 101.0 87.6 95.0 93.1 
Cost per cwt. $..... 8.37 8.63 8.41 7.77 


In Type A, Cream of tartar is the inverting agent. Corn 
syrup of 19.7 per cent moisture costs 5.2 cents per pound. 
Invert sugar of 25 per cent moisture costs 9.35 cents per 
pound. Sugar costs 8.4 cents per pound. (1947 data used). 
Moisture content of candy estimated at 1 per cent. 

The four types of candy differ, Type D exhibiting 
more marked differences in properties. The largest volume 
of hard candy marketed is prepared according to the D 
formula. Some of the packaged rolls selling for a nickel 
have been made following either the B or C formula. 


Flavor Differences 


There seems to be a difference in flavor between the 
candies made from B and D or even C and D. Does the 
texture difference account for the flavor difference? Most 
of us believe there is a marked difference in sweetness 


CONCENTRATIONS OF SOLUTIONS OF EQUAL SWEETNESS 
(ABRIDGED) ” 


Glucose Fructose 


Jo %o 
3.8 


Sucrose 


8.3 
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Lactose Galactose Glycerol Mannitol 
%o % Jo %o 
6.5 . _ 
— 5.0 

14.9 — 
-- -- 8.0 10.0 
-- 10.0 — 

21.7 — — - 
— — 12.0 . 
-- 15.0 
_— 15.0 ~ Sn 
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between these groups. As yet, an exact method for de- 
termining taste differences does not exist. The best that 
we can do is rely on tasting panels. An article on taste 
perception and consumer taste preferences will be forth- 
coming. 

Corn syrup is not a pure chemical compound as is 
sucrose. Corn syrup consists of a mixture of sugars dex- 
trose, and maltose, together with dextrine and minute 
impurities. The degradation products formed in the hy- 
drolysis of corn starch may be considerable. These de- 
leterious substances may give rise to off and bitter flavors. 
Krno'® expects that by means of the synthetic ion ex- 
change process, corn syrups having no flavors attributable 
to these impurities may be obtained. A corn syrup hav- 
ing only a natural bland sweetness would be very welcome. 

Some candy plants wish to follow the Type D formula 
and yet secure the Type B flavor which they consider the 
better. Though it is unlikely that a Type D candy may be 
made which will exactly match the flavor of a Type B 
candy, a few suggestions may be helpful in trying to 
achieve that result. 


Texture Deficiencies 


The writer believes that the corn syrup used in the D 
case may be considered as a diluent ingredient. To over- 
come the effect of dilution, more flavor should be used. 
This idea appears feasible because the estimated differ- 
ential in cost between the two types of candy is about 
0.86 cents per pound. A portion of this differential spent 
for increased flavor should enable Type D candy to offer 
stronger competition to the higher cost product. Texture 
deficiencies in the Type D candy may be minimized by 
adding a small amount of glycerine to the finished batch. 
Or, a glycerine base flavor may suffice. 

If production is sizeable, you may desire to request 
your favorite supplier to develop a flavor to meet your 
specific needs. The flavor companies are experts at com- 
pounding specialties designed to mask objectionable 
odors or tastes. Certainly, it would be wise to investigate 
this suggestion. 


General Application 


While the remarks above have been based on hard 
candy, they may apply equally as well to fondant-type 
candies. Certain saccharine substances, such as refiners 
syrup, molasses, cane syrup, maple syrup, or honey have 
desirable candy making properties. Usually these in- 
gredients are added to candy because of the flavor they 
contain in addition to their sweet and other character- 
istics. These may more properly be considered as strictly 
flavoring ingredients. 
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PMCA meets 
to fight back 


‘THE Pennsylvania Manufacturing Confectioners’ As- 


sociation met in the Crystal Room of the Hotel Adel- 
phia, May 2nd to discuss the serious threats to the candy 
industry through “unwarranted and unsubstantiated at- 
tacks” by members of the dental profession throughout 
the country and to hear and discuss steps being taken 
by the trade to combat these attacks. 


There were approximately 54 persons at the meeting 
including more than 30 people representing candy manu- 
facturers from Eastern Pennsylvania. 

The principal speaker was John Kettlewell, director 
of the Council on Candy, who presented motion pictures 
and slides showing the attack being made by dental 
groups and the work being done by the council to off- 
set it. 

Mr. Kettlewell explained the “complete and dignified” 
program which the council has mapped out to continue 
resistance. All present agreed with the program of the 
Council. 

The meeting was opened by Philip Wunderle, 3rd vice 
president of the Pennsylvania Manufacturing Confec- 
tioners Association, who introduced Tolbert W. Richard- 
son, Jr., as chairman of the meeting. Mr. Richardson is 
a director of the Council on Candy and the Council’s 
Eastern Pennsylvania representative. 

Other leading members of the industry present were: 
John Cassani, president of the National Candy Whole- 
salers’ Assn., Philadelphia; Frank Zealin, president of 
the Retail Confectionery Assn. of Philadelphia; and Jos- 
eph Lindauer, Jr., president of the Confectionery Sales- 


man’s Club of Philadelphia, Inc. 








BARRICINI has come out with the new artfully designed Barri- 

cini Manhattan Cocktail windows which was initiated to promote 

a new line of candies recently introduced. The advertising and 

display seems to be paying off as stores report sellouts in the 
candy during the first days of the promotion. 
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Yes, more than 80% of all 
the lemon oil used in the 


United States is Exchange 
Lemon Oil! 


This overwhelming endorse- 
ment by the trade is your 
guarantee that Exchange 
Lemon Oil delivers quality... 
quality in the form of superior 
flavor and unmatched clarity 
and uniformity. 


Always specify it by the brand 
name when you order— 
Exchange Oil of Lemon. 

For complete satisfaction, 
accept no other brand. 


Distributed in the United States exclusively by 
FRITZSCHE BROTHERS, INC. 
76 Ninth Avenue, New York 11, N. Y. 
DODGE & OLCOTT, INC. 
180 Varick Street, New York 14, N. Y. 


Distributors for: 
CALIFORNIA FRUIT GROWERS EXCHANGE 
Products Department, Ontario, Calif. 


Producing Plant: 
Exchange Lemon Products Co., Corona, Calif. 
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Better control of production and the resultant higher 
quality standards for the candy industry were the main 
points discussed at the fourth annual Production Con- 
ference of the Pennsylvania Manufacturing Confectioner’s 
Association held at Lehigh University, Bethlehem, Penna., 
April 27-28. 

Congratulations were given to the association and 
Hans Dresel of the Felton Chemical Co., Inc., chairman 
of the conference, for the fine job they have done with 
the production conferences and in spearheading the move- 
ment toward the raising of quality standards in the in- 
dustry. 

Philip P. Gott, pres- 
ident of the National 
Confectioners’ associa- 
tion, pointed out that 
the Pennsylvania asso- 
ciation was planting 
ideas which may not 
bear final fruit in this 
generation. But, he 
said, with science went 
progress, and while the 
scientific approach to 
industries’ problems 
had made tremendous 
strides in the past sev- 
eral years, the confec- 





HANS DRESEL, of Felton Chemi- 
: cal Co., Inc., received congratu- 
tion industry had bare- ee from ~ me ace 
, : anufacturing onfectioners’ 
» scratched the sur Assn. for his work in organizing. 
ace. as chairman, the Lehigh Uni- 
It was reported that to Mg maggot and ver. 
movement tow 
a number of research the raising of quality standards. 
programs were being 


set up not only by the N.C.A. and other concerns allied 
to the industry but by the government. 

Mr. Gott warned the gathered confectioners of the dan- 
ger of relying too heavily on government sponsored 
programs, urging the confectioners to retain the thought 
of individual freedom in the scientific approach. 

At a Pennsylvania dutch dinner served the conferees 
Thursday night, Irvin Shaffer of Just Born, Inc., vice 
president of the N.C.A., saluted the Pennsylvania asso- 
ciation and Hans Dresel for “setting a pattern for the 
rest of the country.” 
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Quality Control Featured 
At Lehigh Conference, April 27% 


CANDY MANUFACTURERS HEAR EXPERTS SPEAK 


Mr. Dresel then spoke pointing to similar symposiums 
being conducted in Boston and Chicago as outgrowths 
of the interest aroused by the Lehigh conferences. He 
stressed the fact that quality control in the confectionery 
industry is here to stay. 

The same note was sounded through out the conven- 
tion in the many papers and addresses read. The inter- 
est was underwritten by the interest and questions of 
those in attendance. 

Approximately 200 were registered for the two day 
session in Bethlehem including a heavy registration from 
the Eastern Seaboard, the Middle West, and several from 
Canada. 

C. R. Kroekel, president of Kroekel-Oetinger, Inc., and 
chairman of the PMCA executive committee, opened the 
conference on Thursday morning urging the promotion 
of quality mindedness. Following Mr. Kroekel, Dr. H. A. 
Neville, director of the Lehigh Institute of Research, pre- 
sented an address on “The Vaiues of Research”, in stat- 
ing that research might be the difference between success 
and failure-the margin between being narrow. Defining 
research as “a question put to Nature,” he said the duty 
of commerce to show a profit implies a maintenance of 
progress through “improvements of processes, products 
and services. There is only one known formula for this: 
research is the way of progress in every activity.” 


Development of Science 


James A. King, Nulomoline Division of the American 
Molasses Co., presented “The Art of Candy Making Ver- 
sus Science”, in which he briefed the history of candy- 
making from an art to a science. 

“The development of the traditional characteristics of 
all types of candies is directly or jointly influenced by the 
nature and proportion of the ingredients and by the op- 
eration of the natural laws, which though ascertained by 
observation and experimentation gave birth to candy 
making as an Art,” he told the group. 

“By controlling the processing of varying proportions 
of these sweetening and body giving ingredients, we pro- 
duce candies that grain and candies that retain their 
non-grained chewing or hard properties over relatively 
long periods. 

“The production of grained candies is based upon the 
principle that sugar will consistently strive to recrystal- 
lize,” he continued. “When making chewing candies and 
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other non-graining confections, it is necessary to balance 
the formula to contain not less than 50% of grain resist- 
ing sweeteners. Under extreme conditions, as much as 75 
pounds of combined corn syrup and invert sugar will be 
needed to prevent 25 pounds of sugar from crystallizing.” 

Stating that packaging is big business, A. B. Clunan 
from the Pliofilm Sales Tictemment of the Goodyear Tire 
and Rubber Co., reported on the present and potential 
uses of pliofilm in the candy industry. Pliofilm is, he 
stated, two-thirds rubber and one-third acid, put together 
chemically to form a new substance—rubber hydro- 
chloride. The new substance is a very flexible transpar- 
ent thin sheet which is liquid-proof and highly moisture 
vapor-proof with excellent strength, both tear and punc- 
ture resistant. 

Upon the application of moderate heat it becomes ther- 
moplastic capable of strong tenacious welded-type seal. 
It is non-toxic, free from odor and taste, and is unaffected 
by normal temperature and humidity. Also it is grease- 
proof and impervious to acids and alkalies. 

Mr. Clunan showed the conference group a number of 
samples packed in pliofilm, including packages of marsh- 
mallows. Reports cited by Mr. Clunan, made by the 
Goodyear laboratory, showed that marshmallows packed 
in 6 oz. open-face cartons overwrapped with pliofilm lost 
only 2.4 per cent moisture when exposed to an atmos- 
phere 6f 15 per cent humidity at 80° F. for 36 days. 
Whereas packages wrapped in other transparent material 
under the same conditions lost 6.7 per cent. The pliofilm 
used in that instance was 140 N2. Marshmallows 
packaged in 140 N2 Pliofilm bags showed comparable 
results, Mr. Clunan stated. 

Further uses other than bags or overwraps for prod- 
ucts, include bulk liners and wraps for lollipops. One 
sample was a hammock pack developed for the shipment 
of fresh eggs to England and the Continent by air. Mr. 
Clunan stated the package was particularly appropriate 
for confections. The particular box demonstrated was 
a heavy corrugated with the pliofilm protective covering 
on both sides of the eggs in the individual compartments. 
The box is manufactured by Hinde Dauche Paper Co. of 
Sandusky, Ohio. 


Gelatin in the Industry 

In discussing the “Application of Gelatin in the Con- 
fectionery Industry”, Dr. Thomas B. Downey, vice presi- 
dent in charge of research and production for Kind and 
Knox Gelatin Co., stated that three million pounds of 
gelatin were used during 1949 by the confectionery in- 
dustry, and most of the amount was used for marshmal- 
lows, adding that since the average marshmallow con- 
tains about 2 per cent gelatin, the average 1949 American 
consumption of marshmallows containing gelatin was es- 
timated at one pound per person. 

He said that an examination of 25 marshmallows of 
various types, purchased recently on the open market, 
revealed a wide range of pH values, with one as low as 
pH 4.46 and another as high as pH 6.22. “These figures 
would indicate that there is no agreement in the confec- 
tionery industry on the optimum pH for quality produc- 
tion of marshmallows,” he declared. “They also indicate 
that a number of producers have relied entirely on the 
whipping agent to control the pH of the product.” 

He said while gelatin manufacturers might possibly be 
overly pH conscious, at the same time he believed a com- 
prehensive study of the subject would be of great value 
to the confectionery industry. Dr. Downey recommended 
that as a means of obtaining uniform pH control and 
economy in the use of gelatin, marshmallow manufac- 
turers should investigate the use of such buffer salts as 
citrates, phosphates, and tartrates in the various gelatin 
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containing products and give due consideration to the 
possibility of establishing a constant pH value, which 
should represent the optimum condition for marshmal- 
low production. 


Continuous Mixing 
Dr. E. T. Oakes, president of the E. T. Oakes Corp., 


pointed out the advantages of continuous mixing in the 
candy industry. He stated that regulations have come to 
stay, saying that as soon as “instrument controls were 
available, the race began between the regulatory agencies 
who are constantly alert to tightening regulations and 
the instrument makers endeavoring to help the manufac- 
turer meet these demands.” 

“The ideal continuous mixing unit, he said, would (1) 
be one of sanitary design and construction to give qual- 
ity production, (2) be easy to clean and sterilize with 
low cleaning loss, (3) have accurate and quickly respons- 
ive controls for each variable, (4) simplicity of opera- 
tion, (5) be of rugged construction and low maintenance 
costs, (6) have adequate capacity, (7) be low power 
consuming, (8) take small floor space, and (9) low oper- 
ating labor and supervision costs. 

These nine quality requirements should add up to qual- 
ity production at lowest cost. 

Dr. Sidney Cantor, director of research for the Ameri- 
can Sugar Refining Co., serving as moderator for a sym- 
posium on sweeteners and their relative properties, stated 
that sweetness was a matter of individual reaction, there- 
fore one of public opinion. Robert L. Lloyd, manager of 
the Technical Sales Division of American Maize Products 
Co., Dr. A. B. Cramer, chief chemist of the F. & F. Lab- 
oratory, and John M. Krno, vice president of Corn Prod- 
ucts Sales Co., comprised the panel. 


Mr. Lloyd presented the physical properties of corn 
syrup. Mr. Krno discussed dextrose, saying that in a 
crystaline state it will give a cooling effect in the mouth. 
Dextrose is, he pointed out, less hydroscopic than sucrose 
in solid form. He stressed the fact that dextrose has a 
taste all its own and that it should be applied accordingly. 
suggesting that the confectioner take the characteristics 
of dextrose into account. 


Dr. Cramer stated that flavor was a matter both of 
sweetness and solubility, or availability. He urged that 
packaging, as well as distribution, be considered as in- 
gredients to the final product. The type product is an im- 
portant factor in the matter of sweetening. A lollipop for 
instance, which needs slow solubility must be treated in 
reverse from a lozenge which calls for rapid release of 
flavor and therefore high solubility. 


If packaged air tight, Dr. Cramer stated, a candy may 
be permitted the luxury of hydroscopicity, but not one 
packaged in, say, a chipboard box. 


A product for national distribution must be hardier 
than one which is being sold direct by the manufacturer, 
thus reaching the consumer in a short time. Equipment is 
a further item of concern in the matter of selecting sweet- 
eners, since properties of the sweeteners are affected dif- 
ferently by different treatment, such as open fire cooking 
or vacuum cooking, batch or continuous. 


Starch Symposium 


The afternoon session was completed with a sympo- 
sium on starch, V. R. Ciccone, assistant works manager of 
Charms Co., acting as moderator. F. Hanley Brock, foods 
chemist from A. E. Staley Mfg. Co.; John C. Clay, Na- 
tional Starch Products, Inc.; and Dr. Ralph W. Kerr of 
Corn Products Refining Co., made up the panel. 

Mr. Brock discussed the drying of starches and the 
equilibrium of moulding starches. He stated moulding 
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FOR ALMOST HALF-A-CENTURY 


FRUTAL Quality Controlled FLAVORS 






% CONCENTRATED CITRUS OILS a escort ae 
Our concentrated citrus oils keep fresh longer Ger imitation Rovers dely the veal thing fa taste 
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® FLAVORS WITH OTHER NATURAL FLAVORS 
a. When science and nature get together in creating 
@ flavor, then you've really got something. Our 

a, Raspberry, our Strawberry, our Cherry and many "aes 
of our other flavors for cream centers make 
unsurpassable quality creams. 


Whars the secret? It takes quality controlled flavors to make quality 
candies with economy. Making fine candy flavors is an art acquired by 
us through many years of experimentation and service to the trade. 
It takes experience and know-how, the newest equipment, and 
latest scientific production methods to make a FRUTAL product 
that is consistently good — good consistently. We ask you to 
try it — we know you'll buy it. 


POLAK’S Futel WORKS, INC. 


MIDDLETOWN, NEW YORK 
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BUYERS’ MARKET 


How Aromanilla helps confectioners solve the perplex- 
ing problem of keeping quality up and cost down can 
be told in the words of the confectioners themselves: 


NATIONAL CANDY BAR MANUFACTURER: “As soon as the re- 
tail shelves began piling up we knew we had to increase the 
quality of our bar or lose business to competition. Naturally, 
we tested a lot of flavorings and Aromanilla filled the bill. It 
gives our bar the full flavoring effect of an expensive standard 
vanilla at a cost that approximates what we were paying for 
the vanillin we used before.” 


CHOCOLATE COATING MANUFACTURER: “We expect to Save 
upwards of $35,000.00 a year, now that we've changed to 
Aromanilla. Besides giving our coating a flavoring that’s equal 
to, and in some cases, better than, the expensive standard 
vanilla we used before, we find in Aromanilla one of the most 
flexible flavors we’ve ever used. We can get anything from a 
delicate bouquet to a really full flavor with it. Being able to 
call your shots on just the right amount of flavor is a definite 
sales asset in meeting the flavoring requirements of candy 
manufacturers in different parts of the country.” 


MANUFACTURER OF $3.00 PER LB. CANDY: “Our customers de- 
mand top quality for the price they pay. We have to use the 
best ingredients. Naturally, we are looking for ways to save 
money, and since our tests prove that Aromanilla can equal. 
and in some pieces, better the taste effect of our expensive ex- 
tract, we gladly changed over to it.” 


Aromanilla fills the need for an economical flavoring which 
will withstand commercial processing and at the same time 
impart the full-balanced flavor of the vanilla bean to the 
finished product with dependable, uniform results. It does 
it by a special process in which the highly volatile solids of 
the Mexican vanilla bean—which are usually lost in food 
processing —are deliberately dissipated and replaced with 
identical but sturdier solids from other natural sources. 


Why not take a tip from these successful confectioners. 
Order a trial supply. Test it against the finest standard va- 
nilla you can buy. If Aromanilla doesn’t do everything 
that’s promised, ship us the unused portion collect and the 
full purchase price will be refunded. 


Aromanilla 


Im tation Vanilla Flavor 
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starch should be conditioned to 5-8 per cent of moisture 
content. 

Mr. Clay demonstrated two new starch products. One 
a powder which flows like liquid through a funnel or 
which may be pumped or sprayed. It is of the consistency 
of mercury, does not lump, and repells water. The other 
is of highly stable viscosity. 

Dr. Kerr presented a paper on modified starches and 
their uses, and illustrated his talk with slides of tables 
taken from THE MANUFACTURING CONFECTIONER. 

In the discussion following this symposium, mention 
was made of the work being done on wheat starches. 
Some such are now on the market, but their properties 
vary from those of corn starch, with a lower gel-strength. 

Friday’s sessions opened with the remarks of Mr. Gott, 
Marc J. Heidelberger of Heidelberger Confectionery Co. 
presiding. 

Fred B. Jacobson, plant entomologist and sanitarian 
of Stephen F. Whitman and Son, Inc., outlined the mini- 
mum musts for an acceptable sanitation program. Three 
stressed items necessary for any program, but not all in- 
clusive, were (1) acceptance of management, (2) a house- 
keeping and self-inspection program, and (3) chemical 
handling division. 

Quality candy gets repeat orders, he stated, and qual- 
ity is directly tied to sanitation. He cautioned that sani- 
tary chemicals were good when used properly, but danger- 
ous if misused, and urged their use only by properly 
trained and licensed personnel. 

The highlight on Friday’s program was the chocolate 
symposium which took the balance of the morning ses- 
sion and ran on into the afternoon. W. Tresper Clarke, 
chief chemist of Rockwood & Co., served as moderator 
for a panel consisting of Donald Mitchell from Walter 
Baker Chocolate & Cocoa, E. W. Meyers from Hershey 
Chocolate Corp., and L. Russell Cook, of Ambrosia Choc- 
olate Co. 

In a discussion of the evaluation of chocolate flavors, 
Mr. Meyers stated that flavor depends on taste, smell, and 
feeling. He discussed the merits of a taste panel for de- 
termining quality of product. 


Chocolate Discussion 


In the discussion following the chocolate symposium, 
Roy F. Korfhage of PCK Swiss Chocolates, Inc., told of 
the bloom resistant coating which had been developed. 

It was stressed there was not one method but many for 
tempering chocolate, but that more and more methods 
were being established to control it mechanically as to 
time and temperature, resulting in a more uniform and 
better product. 

A report stated that last year the AACT had studied the 
subject of viscosity, but their next topic for study was to 
be that of determining fineness of chocolate. 

The balance of the program was given over to two 
papers on equipment: “Vacuum Cooking and Cooling as 
Applied to the Candy Industry,” by Claude J. Covert. 
president of Vacuum Candy Machinery Co., and “Con- 
tinuous Vacuum Cooking,” by Max M. Guggenheim of 
National Equipment Corp., following which was a round 
table discussion when all speakers as well as experts in 
the audience participated in general discussion led by 


Mr. King. 








The American Association of Candy Technologists 
will hold its second Annual Meeting on Tuesday, 
June 6, 1950, at 3 P. M., Waldor{ Astoria Hotel, New 
York, when a new slate of officers will be elected. 
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HIGH-SPEED CANDY WRAPPING 
FOR ECONOMICAL PRODUCTION 


The AMF Rose F.W.T. Machine is interchangeable three ways! You 
can fold-wrap or twist-wrap... cylindrical or rectangular pieces. . . of 
varying size. ..all on the same machine! The economical, practical 
way to individually wrap and protect your candy is with well-built, versatile 


AMF Rose Machines. 


AMF ROSE CANDY MACHINES ARE PROFITABLY WRAPPING CANDY 
IN PLANTS THROUGHOUT THE WORLD 


OTHER AMF ROSE MACHINES 


ROSE EAGLE — automatically forms, cuts, 
and fold-wraps caramels or other plastics. 
500 pieces per minute. 

ROSE TRIUMP t ically forms, cuts 
ond twist-wraps fancy-centered rectangu! 
or cylindrical-shaped pieces for hard candy, 
kisses, toffee and other plastics. 500 pieces 
per minute. 

ROSE 1.$.8.—foil or bunch wraps irregu- 
lar-shaped preformed pieces. 130 pieces 
per minute. 

ROSE PREMIER —Twist-wrops preformed 
pieces of uniform size: 160 to 220 pieces 
per minute. 

ROSE UNIQUE —Fold-wraps preformed 
pieces of uniform size. 100 to 160 pieces 
per minute. 








AMF ROSE ALBION 
FLYER 





Type (R.A.F. 500) Toffee Cut and 
Twist-Wrap Machine. Forms, cuts AMF ROSE I. 5S. T. 


ond twist-wraps cylindrical, rectan- 

gular or square pieces. Neatly twists Twist-Wrap Machine for Irregular Shapes. 
both ends at speeds up to 500 pieces Twist-wraps pieces at speeds up to 160 per minute, 
Per minute. depending upon characteristics of candy piece. 


For data and complete specifications on AMF ROSE Candy Machines, write the Rose Candy 
Machinery Division, American Machine & Foundry Co., 485 Fifth Avenue, New York 17, N.Y. 
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AMF ROSE F. W.T. 
FOLD WRAP TWISTING MACHINE 


Automatically forms, cuts and twist-wraps or 
fold-wraps rectangular or cylindrical-shaped 
pieces. Interchangeable three ways. Twist-wraps 650 
pieces per minute; fold-wraps 500 pieces per minute. 





AMF ROSE HORIZONTAL 
AUTOMATIC BATCH ROLLER 


Spins toffee, caramel, and some types of hard 
candy into rope form prior to entering inte wrap- 
ping machine. Used with ROSE F.W.T., Eagle, R.A.F., 
Triumph and others. 
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PICTURED ABOVE is a front view of the Model Shop as designed by Roy Beasley, veteran candy maker. The store 
is designed for efficiency, beauty, and economy. Note the feature of a glass partition between the shop and the 
factory which is designed to stimulate customer interest. 


iclency, economy for 
retail manufacturer 


L ‘file efficiency in labor and 
space in mind, this layout for 
a small retail candy shop is an at- 
tempt to reduce the carrying and 
handling of confectionery and to use 
a minimum of equipment. 

Given one candymaker. one help>r 
and three dippers, this shop should 
be able to turn out one thousand 
pounds of candy a day. The supple- 
mentary tools have not been included 
in the design in order to keep the 
layout as simple as possible. 

The necessary coating could be 
done by three dippers, and two girls 
in the store should be able to take 
care of all the trade. In slack periods, 
one of the clerks and one of the dip- 
pers could do the necessary pack- 
aging. 

A feature suggested for this store 
is a glass partition between the store 
and factory. This could be fitted 
with draw-drapes and left open part 
of the time for customer-interest. It 
is suggested that when the factory is 


page 52 


ROY BEASLEY 
Veteran Candy Maker 


making such things as patties, pecan 
glaze, and other glazes, peanut brittle, 
hard candy or rock candy, would be 
a good time to have the curtain open. 
Bon Bon dipping is another good 
time to let the customer view the 
the factory. 


Another sales idea is to have a fan 
set up to blow the odors from the 





It is with pleasure that The 
MANUFACTURING CONFECTIONER 
gives its subscribers the benefit 
of the experiences of that fast 
disappearing group of veteran 
candy makers. Mr. Beasley has 
been making candy for longer 
than he may care to remember 
and gives here his ideas for a 
shop featuring a maximum of 
efficiency and a minimum of 
cost. We present this as a part 
of the regular monthly Manu- 
facturing Retailer series. 











plant to the street. A little flavor 
such as peppermint, rose, anise, win- 
tergreen, etc., could be put on the 
stove to improve the odor and pro- 
voke a taste-bud reaction with pass- 
ers by. 


Popular Retail Candies 


The following is a list of candies 
that are fairly well standardized in 
retail shops of the country: 

Caramels—raspberry, licorice, 
three-layer, Question-Mark, vanilla, 
vanilla nut, chocolate, chocolate nut, 
coconut, and fig. 

Nougat—French, Turkish, chewy 
pecan roll. Brazil, and cashew. 

Jellies—Three-layer (red raspberry, 
white vanilla, green lime, or yellow 
lemon), red raspberry, orange orange, 
yellow lemon, green lime or mint, 
violet grape, and pink strawberry. 

Creams—Marzipan (pears, apri- 
cots, strawberry, acorns), chocolate 
patties, chocolate mint patties, honey- 
comb chips, peanut butter chips, 
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- @5 ROLL REFINER H. M.S. 


In Successful Operation in Chocolate 
Plants Throughout the World — 








—e— 










Microscopic sketch 
shows the uniformity of re- 
fining of a melting chocolate 
of prime quality. Enlarged 200 


times. 


Now Brought to You by an American Engineering 
And Manufacturing Firm With American “Knowhow” 


The world famous Chocolate Refiner, made by Heuze, Malinez & 
Simon at Auvelais, Belgium, is now brought to you by the American 
Bramley Machinery Corp., which has served the chocolate and con- S 
fectionery industries of the United States for more than 25 years. ee . 
This machine has been in successful operation in most of the great this world renowned choc- 
i chocolate plants the world over, including 2 outstanding chocolate 
plants in the United States. More H.M.S. Refiners have been sold 
and are in operation since the war than any other machines of their 
kind. The H.M.S. Refiner produces a more even product, with utmost Booth Rh 
uniformity and assures maximum, uninterrupted output. Investigate. 
Prompt deliveries. 











olate refiner in operation in 


at the Confectionery Industries Ex- 
Exclusive Representatives in the United States and Canada position, Goand Contoel Palace, a 


York, June 5 to 9. Our technical 





staff will be at your service to an- 


Bramley Machinery Corporation 


te lems. 


swer your chocolate making prob- 
































880 River Road Edgewater, N. J. 
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mint patties, black and white pralines, 
orange cordial, cherry cordial, and 
Melt-a-way. 

Bon Bons—Cream centers, coco- 
nut centers, dixie cream, butter 
cream, chocolate butter, and French 
cream. 

Other types—Peanut patties, ca- 
shew patties, pecan patties, Brazil 
glaze, peanut glaze, cashew glaze, old 
fashioned peanut, woodland glaze, 
peanut brittle, and coconut brittle. 
Also chocolate cherries and choco- 
late sour cherries. 

Some recipes with a high retail 
appeal: 


Wattles 

20 lb. sugar 
\4 tbl. sp. cream of tartar 
4 cups of corn syrup 
cook to 325 

For the center 
5 lbs. of corn syrup 
15 lbs. sugar 
2 lb. hard fat 
6 ozs. salt 
1 oz. vanilla 


For the outside, cook up the sugar 
and corn syrup to 325. Lay out on 
the table to cool. Lay the center on 
it and fold over to cover. Pull out 
and cut with cutter. 

For the center cook up the sugar 
and corn syrup to 226. Add mac- 
aroon and put in pan. Keep hot in 
front of batch heater. 


A Pecan Goodie 


20 lbs. of corn syrup 
15 lbs. sugar 
1 gal. of cream 
1% gal. evaporated milk 
2 lbs. hard fat 


6 ozs. salt, one oz. vanilla 


Cook all ingredients to a medium 
boil until just firm enough to handle. 
Cover three slabs with pecans and 
run caramel over them with a stick 
and funnel. 


Full Cream Caramel 


8 lbs. corn syrup 
7 lbs. sugar 
1% gals. 20% cream 
4 ozs. salt 
1% oz. of vanilla 
Cook corn syrup, sugar and three 
quarts of cream until it boils. Then 
add rest of cream slowly while it 
is boiling. Do not let it stop boiling. 
When half of the rest of the cream 
is in, slow down the fire. Cook up 
to a medium boil then take it off 
and keep stirring until the intense 
heat has gone out. Lay it out on the 
stone, and let it set over night. Cut 
the next day. 
This is a good caramel and will 
stand up without sweating for weeks. 
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The cream can be left out and re- 
placed. by one gallon of milk and a 
gallon of condensed milk. For a 
chocolate piece, put in two pounds of 
chocolate liquor. For nut caramels, 
just mix in ground nuts in either va- 
nilla or chocolate. 


Question Caramel or Circle 
Caramel 


Use the recipe for Full Cream Car- 
amel for the outer layer. 
4 Ibs. sugar 
4 lbs. corn syrup 
12 ozs. of hard fat 





2 lbs. nougat cream 
1 oz. of salt 
Cook the sugar and corn to 265 
then add the fat and nougat cream. 
Put in salt and BB cream. Beat. 
Spread the caramel out on a slab 
and pour the center over it, leaving 
about three inches on one side bare. 
Start to roll it up so that the caramel 
not covered is rolled up last and 
seals the center. Then pull to the de- 
sired thickness and rolling wax pa- 
per to keep it in shape. When it is 
needed, peel off the paper and slice 


to suit. 
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HERE IS the floor plan for Mr. Beasley's Model Shop. It is a utilitarian design which 
features a minimum of movement of the product from place to place. Placing of the equip- 
ment is as follows: (1) Hobart or Read type beater, (2) Blower furnace, (3) Five foot cream 
beater, (4) Slow fire furnace, (5) Chocolate melter, (6) Marble slab, (7) Caramel cutter, (8) 
Marble slab, (9) Steel top. water-cooled slab, (10) Hard candy table, (11) Hard candy warmer. 
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The Latest and Best in 
EQUIPMENT FOR THE MANUFACTURING CONFECTIONER 


CHOCOLATE TEMPERING MILL 
and STAINLESS STEEL 
DIPPING TABLE 


This equipment revolutionizes the hand dipping of 
candy. The mill automatically melts and tempers 
the chocolate leaving the dipper free to concen- 
trate on covering the centers. This improves the 
output of the experienced dipper. New help can 
be trained much faster with this setup, as there is 
no need to teach the tempering process. 






























The stainless steel table comes in two sections and 
fits around the mill. Two adjustable feed gates let 
the chocolate into the electrically heated, thermo- 
statically controlled side warming pans. Pans for 
two-hand dipping are also ovellabls. For increased 
output and better finished goods this equipment 
cannot be equaled. 


The Chocolate Tempering Mill and the Stainless 
Steel Dipping Table will be shown at the NCA 
Exposition in New York in June. Samples of the 
Sanatray will be displayed also. A complete set 
of the five machines that make up the Halberg 
plastic and hard candy line will be on the 
floor at the exhibition. These machines are 
the Filling Machine, the Batch Former, the 
Automatic Batch Feeder, the Plastic Ma- 
chine, and the Rotary Cooler. To be 
shown for the first time is the new 
RESCO Aluminum Dipping Trays, 
and the new RESCO Aluminum 
Candy Paddles. For the newest 

and best in modern candy pro- 


Saves you 8%-12% hot 
room floor spase be- 
cause you can get more 
Sanatrays in a stack of 
equal height. Tray made 
of African mahogany 
veneers. Ends made of 
maple or birch. 


duction equipment be sure to The Starch Tray with an Engineering Background 
see the display in booths 38 and . aah 
39 The new Sanatray is the result of nearly two years research and engineering work— 
; with the close cooperation of confection manufacturers, the Sanitation Dept. of 
p 
NCA, and Forest Products Laboratory. Eliminates tray repairs . . . contamination 
from wood splinters and nails . . . tray jamming. Sanatray maintains original 


precision . . . withstands daily grind of mogul operation. Exclusive distributor. 


ENGINEERING AND PLANT LAYOUT SERVICE 


Robert E. Savage Company 


400 NORTH MICHIGAN BOULEVARD, CHICAGO 11, ILLINOIS 
NEW YORK OFFICE: SELECTED BRANDS CO., 1133 BROADWAY WESTERN REP.: T. H. MERCKENS, P. O. BOX 2128, HOLLYWOOD 28, CALIF. 
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© Low cost 50 
@ MINIMUM UPKEEP fe 
© MAXIMUM SAVINGS Tak 


THE BEST YOUR MONEY CAN BUY 


Designed for small and medium 
size payrolls—priced low enough 
so any business can afford one— 
yet it has the rugged construc- 
tion and important features of 
the larger Stromberg models. 
Pays for itself, in savings, usu- 
ally in less than a year and gives 
many years of faithful service. 


Features 
© A real in-and-Out Recorder 
© Finger-tip operation 
© Sure-fire printing 
@ Top quality construction 
@ Service tested for long life 
© Electrically operated 
®@ Guaranteed for one year 
If you are losing 25 minutes a 
day in time, waste, lateness or 


errors, you are losing at least 
$100 a year that could be saved. 


SEE IT BEFORE YOU BUY 
ANY RECORDER 


Call our local representative or re- 
turn the coupon below for a FREE 
demonstration, no obligation. 





STROMBERG TIME, ConPoRATio i 

















. 

ae 

* (©) Shew me your model 14 Recorder, 
> without any obligation. 

e UC) Send me information about other 
° Time Recording equipment. 

$. Name and Title, 

° ¢ 

~ Pp 

e Add. 

aa 

° City, Zone, State. 
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NCWA to meet May 31 


“WAGE-HOUR” clinic, a “Fair 
Trade” seminar, and a panel 
discussion on “Jobber-Manufacturer” 
will be the highlights of the National 
Candy Wholesalers Assn. annual con- 
vention at the Commodore Hotel, 


May 31 through June 3. 


Guiding the convention will be a 
steering committee of three whole- 
salers including: A. Appelbaum, New 
York; Sidney Sills of Bard & Mar- 
golies, Inc., Brooklyn; and I. L. 
Saffer of Saffer-Simon, Inc., Newark. 
Sub-committees of New York and 
New Jersey are also being named. 

The wage-hour clinic will take place 
Thursday, June 1, and one and one- 
half hours will be devoted to ques- 
tions and answers on the amended 
Wage-Hour law. The wholesalers will 
receive detailed expert information on 
the new law from William Quinlan, 
NCWA general counsel, Washington, 
D.C. 

Such questions as certain exemp- 
tions of wholesaler truck drivers, 
drivers’ helpers, and loaders through 
their being subject to ICC regulations 
are expected to be brought up. 


Midcentury Progress 


The theme of the convention, as 
announced by NCWA officials, is the 
“Midcentury Progress.” This theme 
will be carried out through the entire 
program with such subjects as “Mid- 
century Progress in Wholesaler Op- 
erations,’ “Midcentury Progress in 
Wholesale selling and Merchandis- 
ing,” and “Midcentury Candy Whol2- 
saling Problems and Opportunities,” 
appearing on the program. 

The keynote address of the con- 
vention will be given Thursday morn- 
ing by a leading national figure, the 
name of whom is to be announced, on 
the subject, “A Challenge to Mid- 
century Progress in Protecting Small 
Business.” 


The Early Birds’ breakfast prior 
to the opening session on Thursday 
will give jobbers and other conven- 
tioneers the chance to discuss prob- 
lems informally before the convention 
is officially under way. This informal 
meeting is known as the “Problem 
Clinic” as it will seek questions and 
answers from, the attendance. 


The Confectionery Exposition will 
be held in conjunction with the con- 
vention. This year the show will open 
the same day as the convention regis- 


tration and the day prior to the gen- 
eral sessions. The conventioneers will 
have an opportunity to visit Exhibit 
Hall soon after arrival and will not 
have to wait a day as in years past. 

Friday, June 2, will begin with a 
special breakfast for the presidents, 
vice presidents, and secretaries of 
local, state, and sectional associations 
and candy clubs. 


The “Fair Trade” seminar is sched- 
uled for Friday with the theme for 
the day being “Midcentury Progress 
in Wholesalers’ Operations.” 


Cooperation Emphasized 


Saturday, June 3, will be the third 
general session beginning with a dis- 
cussion of jobber-manufacturer coop- 
eration as a topic. 


“Know Your Jobber- Know Your 
Manufacturer” is the slogan for the 
Saturday session. The program is 
designed to emphasize better manu- 
facturer relations and is organized 
by members of both groups. 


Other meetings during the conven- 
tion include a special breakfast ses- 
sion of the Joint Committee on Dis- 
tributive Education for the Confec- 
tionery Industry on Saturday morn- 
ing and a meeting of the NCWA 
board of directors at 10 a.m. Sunday. 


The annual banquet, Saturday, 
June 3, will climax the entertain- 
ment for the 1950 convention. The 
annual Stuart McClellan entertain- 
ment production will be held at this 
time and will be entitled, “Midcentury 
Review.” It will show a panorama 
of changes from 1900 to 1950 in the 
entertainment field and will predict 
what entertainment will be like in 
the year 2000. 


A “Thank You” party by the ex- 
hibitors is planned for Friday eve- 
ning, and a cocktail hour will be held 
followed by entertainment. Prizes 
will be awarded the exhibitors at 
this time. 


Ladies’ entertainment will include: 
(1) a ladies get-together Thursday 
morning at which entertainment and 
refreshments will be provided. (2) 
a sight seeing tour of New York City 
on Friday ending with a luncheon at 
the Waldorf-Astoria’s Starlight Roof. 


Mrs. Nate Leaf, wife of the past 
president of the National Confection- 
ery Salesmen’s Assn. will preside at 
the luncheon. 
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Improved BAUSMAN 
STARCH MACHINE 


INCREASES 
PRODUCTION 
AND 

PROFITS 


Surpasses the 
Expectations 
of Candy 
Manufac- 
turers Every- 
where as it 
Successfully 
Meets Every Test 


Years Ahead 4 Competition ! 


The Bausman Automatic Starch Machine 
embodies all the scientific advances for fast- 
er, smoother, more economical moulding. It 
is of heavy steel construction . . . made for 
heavy duty without sacrificing neatness and 
handsome appearance. It has an extra large 
starch reservoir and the hopper is of stain- 
less steel with rounded corners for easy 
cleaning. Special attention has been given 
to sanitation, convenience and easy main- 
tenance. Brush-lined sieve. located at side of 
machine, is easily and quickly removed. En- 
closed gears, levers and bearings are easily 
accessible and together with sprockets, are 
of stock sizes. 


MILL RAVE 


for June, 1950 





TOOL COMPANY 
338 WORTHINGTON ST. 


NEW YORK—JOHN ee 
CHICAGO—R. W. SAVAG 


Oil-sealed shafts keep oil out of starch and starch 
out of bearings. 


Feed of trays to depositor is automatic and adjust- 
able without stopping machine. 


Depositor is extremely accurate. 
Harmonic motion causes trays to move smoothly. 


Speed is solely dependent upon nature of sub- 
stance being moulded. 

Trays are completely and uniformly filled at all 
speeds. 


Starch may be diverted to dryer by reversing 
switch. 


Centralized push-button control simplifies oper- 
ator's duty and cuts time. 


All parts synchronized for maximum efficiency and 
minimum vibration. 


All shafting mounted on high quality ball bearings. 


. Mill River Pump Bars with neither grooves nor 


washers insure accurate pumping. 


A. L. BAUSMAN 
ERNEST J. KEEFE 
SPRINGFIELD, MASS. 


Representatives 


152 W. 42nd St. 
E CO., 400 N. Michigan Blvd. 
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OAKES CONTINUOUS 
MARSHMALLOW BEATER 


HOHBERGER CONTINUOUS agers up to 2600 pounds per hour. 
No handling, conserves space, horsepower, 
CREAM MACHINE and expensive ingredients. Also used on 
Continuously cooks, cools, creams up to 2,000 frappes and whips. 
pounds per hour, producing a smooth, white, ; 
firm fondant. May be arranged with automatic } 
electronic controls. 
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BAUSMAN AUTOMATIC STARCH MACHINE T 

: The Mill River Tool Company has units operating to complete satisfaction 


: throughout the world. A unique depositor arrangement permits utilization 
of the dumping mechanism’s capacity of handling 22 boards per minute. 


JOHN SHEFFMAN =152 
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FOR THE CANDY INDUSTRY 














5 ee = 





W olf-Sheffman Starch Conditioner 


| Cleans, drys, cools 12,000 pounds of starch 

| per hour in a continuous flow line with 
‘| your automatic starch machine. Uniformly 
conditioned starch will result in candies of 
uniform quality. 






LL 





Picture shows our installation at the P. Margarella 
plant. 


ECONOMY BELTURNS 


| Economy Belturns conserve space 
through efficient arrangement of 
cooling conveyors and packing ta- 
bles. Bunching and crowding elimi- 
nated. Available in all standard 
widths—12” to 48”. 90° and 180°. 





=) <LATINI SUGAR SANDER 

* Handles full capacity of Automatic 
: Starch Moulding Machines up to 20 
-» boards per minute. 


| ECONOMY 
| LUSTR-KOOLD 
TUNNEL 


Brushing Eliminated 
‘ Candies emerge with a “Lustr- 
Koold” top and bottom and 


equal hand-dipping for shelf 
life. 


Sanitary 


The new Economy Tunnels are 
constructed to conform with 
sanitary regulations. 








=152 West 42nd Street, New York 18, New York 
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PICTURED on the left above is Mrs. J. G. McDonald, president of 
the Mrs. J. G. McDonald Chocolate Co. On the right is her son, 
R. Neal McDonald, vice president of the company. 


IN THE PICTURE ABOVE, the exterior of the building which houses 
a retail outlet, offices, and the manufacturing of the company is 
pictured. The windows are effectively used for seasonal displays. 


“M0 substitute for 
quality ingredients” 


by MARIE 


G. MCDONALD CROSSED the plains to Utah with Brig- 
ie ham Young and the original Mormon Pioneers. In 
these early days of Utah’s history, Mr. McDonald began 
the business which is today known as the Mrs. J. G. Mc- 
Donald Chocolate Company. This business had its incep- 
tion in 1862. 

Since the time of Mr. McDonald’s death, the firm has 
been known as the Mrs. J. G. McDonald Chocolate Com- 
pany. It is a closed corporation with Mrs. McDonald as 
the president and her son, R. Neal McDonald, as vice- 
president. 


Select Box Candy 


This company believes in doing one thing only, and 
doing it well. Its candy manufacturing is limited to se- 
lect boxed candy. No candy is sold in bulk. No candy 
bars are manufactured. All chocolates are hand rolled 
and hand dipped. 

The quality of this candy has been proven time and 
again through world exposition awards. The Gold Medal 
Awards were given for excellence of quality in competi- 
tion with thousands of package chocolate manufacturers 
from every part of the world. This honor may not be 
claimed by any other manufacturer of package choc- 
olates in the U. S., it is stated. 

When these Awards were captured by the late Mr. Mc- 
Donald, it was the first time such an award had been 
made to any manufacturer outside the European Conti- 
nent. This is a truly great accomplishment, since Euro- 
pean nations have been noted for many years for the ex- 
cellence of their high quality chocolate confections. 
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The awards were granted in London, England, in 1932; 
Liege, Belgium, in 1928; Paris, France, in 1923; Padova, 
Italy, in 1931; Nice, France, in 1929; and Seattle, Wash., 
in 1909 (the Alaskan Exposition). The formulas used 
today are the same as those used when these awards 
were won. 

This high position in the chocolate world was not 
easily achieved. Many years were devoted to develop- 
ing and perfecting formulas. All were based upon the 
highest possible quality ingredients. As R. Neal McDon- 
ald says, “There is no substitute for quality ingredients. 
To make good candy butter and other expensive ingre- 
dients are necessary. If the general public is given really 
good quality, it will pay a little more for it. Our business, 
based on satisfied customers, has come from offering 
the best.” 

The premier prices that Mr. McDonald mentions are 
not excessive. Prices in candy range from $1.25 to $1.75 
per pound. 


In 36 States, Hawaii, Alaska 


The Mrs. J. G. McDonald Chocolate Company oper- 
ates on the basis of a smaller profit per box and depends 
upon a large gross business to give a healthy profit each 


year. These chocolates are sold in 36 states, Hawaii, and 
Alaska. 


Serves 2,000 Outlets 


Eight men are employed on straight salaries, plus ex- 
pense accounts, by the firm to act as its representatives 
in the field. These men service the firm’s 2,000 outlets 


THE MANUFACTURING CONFECTIONER 














Pattern 










A richer, truer coffee flavor base 
. .. developed to retain 
the true fresh 
coffee aroma and natural 
taste in your product. 








Another new development 
with a distinctly higher concentration 
F i ... for a better flavorful coffee item. 








Ask us for information 
to suit your specific requirements . . . 
Also available . . . a line of 
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for these chocolates. At the present time it is broken 
down so that approximately half of their chocolates are 
sold through jobbers and the other half are sold direct 
to retail outlets. Mr. McDonald says they are at a loss 
to know which of these mediums is the more profitable. 
The initial profit is naturally greater with the retail out- 
let. When the added expense of servicing these outlets 
is considered, however, it is questionable whether or not 
it is better business than the jobber outlet. 

In some sections of the country exclusive dealerships 
are given. Great care is given in the selection of these 
outlets. The company is constantly endeavoring to main- 
tain its prestige. From the purely business point of view, 
these firms must have a certain specified turn-over if the 
exclusive dealership is to be retained. All advertising 
for these outlets is done by the home office. In addition 
to billboard, newspaper, and radio advertising, new and 
interesting window and counter display material is sent 
with each shipment. 

The philosophy in the McDonald advertising plan is 
“See it, buy it, try it.” It is the firm’s contention that 
without eye appeal, original sales will not be made. Once 
the sale is made, they are confident that repeat business is 
assured. Along these lines, this company presents un- 
usual and extremely attractive box displays. 

The “Gold Medal” box shows an attractive reproduc- 
tien of the medals won at various world expositions. 
It would be difficult for a prospective customer to pass 
this box without stopping to examine it. 

The box containing “Cherry Chocolates” was chosen 
by the Packaging Clinic of THE MANUFACTURING CON- 
FECTIONER) clinic as being outstanding. Sales appeal 
FECTIONER clinic as being outstanding. Sales appeal 


“El Rancho” Box 

The latest innovation in packaging is in the “El Rancho” 
box. This box appears to be leather, bound in the center 
with a large, western, leather belt. A gold embossed 
horse with a girl rider is shown in the corner. This box 
contains an assortment of 18 different chocolates. Each 
of these is given a Western name: For example: “Mus- 
tang Cherry Nougates”, “Pinto Opera Creams”, “Buck- 
aroo Caramel Cocanuts”, “Chuck Wagon Nut Clusters”, 
“Ra-Da-O Orange Butter Creams”, etc. In the months 
since this box was introduced, sale of this assortment 
has skyrocketed. This firm believes “well packaged is 
half sold”. 

All advertising is attention compelling. A huge bill- 
board on a main artery in Salt Lake City shows a beau- 
tiful girl clasping her hands together and saying, “I 


One of the girls employed by the Mrs. J. G. McDonald Chocolate 
Co. is employed at that conveyor belt approach and self packaging 
machine. 
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love it.” The Mrs. J. G. McDonald Chocolate Box dis- 
played below gives the entire story. Another attractive 
display shows the same girl saying, “It’s the Brightest 
Gift of All.” This firm has made it a point to use only 
one model for many years in its advertising. Her pic- 
ture alone means the Mrs. J. G. McDonald Chocolate 
Company to most people. 

While an agency is retained to develop the advertising 
ideas, all advertising originates with either Mrs. McDon- 
ald or her son. 

Naturally this progressive chocolate company develops 
interesting covers to stimulate business for Valentine’s 
Day, Mothers’ Day, Easter, etc., but they are essentially 
realists. This firm uses a double cellophane wrapping on 
all special occasion boxes of chocolates. Dealers no 
lenger need to be afraid of laying in a large quantity of 
chocolates. There is no longer the problem and loss in- 
volved in trying to sell heart shaped boxes of chocolates 
on February 15th at half price. There is no longer the 
problem of having 100 boxes on hand when the demand 
is for 200. Any chocolates remaining in stock after the 
holiday has passed are put on the shelves as standard 
candy. The outer covering of cellophane is removed 
leaving no trace of the holiday sentiment. 

The Mrs. J. G. McDonald Chocolate Company em- 
ploys 135 people. It has had no labor problems. During 
the difficult war years there were sufficient “old” employ- 
ees to carry it through the emergency. Many employees 
have been with the firm for over 35 years. Many em- 
ployee benefits are given: company parties, company 
insurance, paid vacations, and eight paid holidays a year. 

The company sponsors a bowling team which was par- 
ticularly successful last year. The team won the Handi- 
cap Cup for this section and was sent East for National 
Competition. They lost the National Cup by only a few 
points. 

The proof of the happy employer-employee relation- 
ship came last year when organizers for a union ap- 
proached the employees. The union could not gain the 
necessary number of votes for it to become a union shop. 


The Mrs. J. G. McDonald Chocolate Company faces 
the future with confidence. A building site for a new, 
modern building has been purchased. While the firm 
has trackage to its warehouse at the present time, the 
warehouse is separated from the offices and factory. The 
erection of the new building to house factory, ware- 
house, and offices will represent the ideal physical ap- 
pointment for the continuation of this successful busi- 
ness in 1950 and the years to come. 








used for centers. Mr. W. McDonald is plant superintendent. 
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WELLINGTON McDONALD stands by two large mixing machines 
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DICK ILIFF, candy buyer for the Macy Candy department in 

Kansas City, adjusts the neckware of one of the department's 

young sales girls. The color motif of the special candy stick light- 

ing fixtures is carried through in the neckware of these salesgiris, 
who are chosen for their slim attractiveness. 


@ Summer H. Bates of Chatham, N. J. has recently 
joined Lamont, Corliss & Company as Assistant 
Manager of Bulk Sales. Mr. Bates has a wide ac- 
quaintance in the trade and a thorough knowledge 
of the chocolate business. He has represented the 
| R.A. Johnston Company of Milwaukee for the past 
| several years as Eastern Sales Manager. 


PECANS -/Guallly 


R.E.Funsten Co. 














for 
EGG ALBUMEN 
100% PURE 
FROM DOMESTIC HEN EGGS 


Contract now for your entire year's requirements, and order ship- Available in Four Forms 
ments as needed. Flake 

j Our contract plan specifies the maximum price, but provides for Gestion 

é protection in the event we have lower prices in effect at the time : 
of shipment. Course Grind Powder 
Egg Albumen is plenty low in price now—too low to be using any Fine Grind Powder 
substitute. . aa 
Our Albumen is always of uniform high quality, pan dried from Spring 
Egg Whites under our own controlled fermentation process. Packed 200 Ibs. per Drum 


WRITE OR WIRE 


TRANIN EGG PRODUCTS COMPANY 


217 Oak Street Kansas City 6, Missouri 
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COCONUT OILS 
(76° and Hydrogenated) 

COTTONSEED OIL 

PEANUT OIL 


HARD FATS 


Makers of America's 


Largest-Selling Brands of Margarine and 
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Mayonnaise 





sweet potatoes 
score in candy 


by BEN T. LANHAM, JR. 


Agricultural Economist, 
API Agricultural Experiment Station, Auburn, Ala. 


Cc FROM SWEET potatoes, a topic widely publicized 

during World War II, due to results of experimental 
research at the Alabama Polytechnic Institute Agricul- 
tural Experiment Station at Auburn, is today coming 
back into the headlines as a result of current research at 
the same station. 

A recently completed nationwide consumer acceptance 
test of one of these new candies—a coconut brittle made 
from sweet potatoes—indicates that more than 40 per cent 
of the nation’s consumers like this new candy product as 
well as or better than the candies they are currently buying 
and eating. This new type candy stands up better in com- 
parison with brittles and hard candies than with other 
candies. 

More than a third of the individuals who tested this 
candy indicated that they would buy the product if it 
were available on the market. In addition, more than half 
liked the texture or quality of the product and about one- 
half liked its flavor or taste. 

API Agricultural Experiment Station Bulletin No. 271 
“Consumer Reactions to Alayam Candy” reports the de- 
tailed findings of this nationwide test. The report is based 
upon results of research conducted by the Alabama Sta- 
tion in cooperation with the Bureau of Agricultural Eco- 
nomics, U. S. Department of Agriculture. The study was 
financed by Research and Marketing Act Funds. The 
candy report is the first in a series designed to outline 
results of nationwide consumer acceptance tests of several 
new food products made from sweet potatoes. 

The detailed report contains a number of tables which 
indicate consumer reactions and attitudes toward this new 
candy product by (1) major geographic areas of the U. S., 
(2) family income groups, (3) places of residence in- 
cluding city sizes, (4) sex and age of respondents, (5) 
educational status of family heads, and (6) occupational 
status of family heads. All of these relationships are pre- 
sented in detail in the report. 

Of particular interest to the confectionery industry is 
an additional section in this report showing in detail the 
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variations in purchasing and consuming habits of the 
nation’s candy buyers and eaters. These data, too, have 
been related to the six factors shown above and are pre- 
sented in detail in the report. 


Included in this section are data on frequency of 
candy purchases, kinds and types of candy purchased 
most often, reasons for buying different kinds and types 
of candy, usual place of candy purchases, frequency of 
candy eating, and kinds and types of candy eaten by 
individuals. 


Also included in the report is a section giving in detail 
the process of manufacturing this new candy product, to- 
gether with a full description of the product and its 
characteristics. The report points out that the Alabama 
Station has developed the formula and techniques neces- 
sary for the manufacture of Alayam candy, and has sub- 
jected the finished product to a comprehensive nationwide 
consumer acceptance test, but that the full interpretation 
and evaluation of the data resulting from the test are being 
left largely to the confectionery industry and to others 
who may wish to give further study to the Alayam brit- 
tle tested and to the feasibility of exploiting its potential 
market possibilities. 


This new candy product, developed experimentally, and 
manufactured for testing on a pilot plant basis by the 
Alabama Station, is not now produced commercially. The 
nationwide consumer acceptance test, as shown by results 
presented in the report, indicates the extent of the prod- 
uct’s potential market possibilities. Before this potenti- 
ality becomes an actuality, however, manufacturers in the 
confectionery industry must take over the task of pro- 
ducing the product commercially and placing it on the 
market for the consuming public. Such a venture, if suc- 
cessful, would not only be profitable to the manufacturer, 
but would also be profitable from the standpoint of farm- 
ers as producers of the raw product, and of consumers 
as users of the finished product. 


Copies of the report “Consumer Reactions to Alayam 
Candy,” API Experiment Station Bulletin No. 271, are 
available upon request from the Publications Department, 
API Agricultural Experiment Station, Auburn, Ala. 





Conventions - Meetings 


May 31-June 3—National Candy Wholesalers’ Assn, 5th annual Con- 
vention and Exposition, Commodore Hotel, New York. 


June 1-2—American Management Assn., General Management Con- 
ference, Waldorf-Astoria, New York. 


June 4-7—Associated Retail Confectioners of the U. S., Commodore 
Hotel, N. Y. 


June 4-9—National Confectioner Assn. 67th Annual Convention and 
24th Confectionery Industries Exposition, Waldorf-Astoria and 
Grand Central Palace, New York. 

June 28-30—Pennsylvania Manufacturing Confectioners Assn. 39th 
Annual Meeting, Convention. Galen Hall, Wernersville, Penna. 
Golf tournament on 28th. 


August 6-9—27th annual convention, Southern Wholesale Confectioners 
ssn., Inc., Birmingham, Ala. 


August 7-20—First U. S. International Fair, Chicago. 


Sept. 18-23—Third International Congress of Chocolate and Cocoa 
Manufacturers, Lausanne, Switzerland. 


Sept. 23-26—18th annual meeting of Packaging Machinery Manufac- 
turers Institute at the Homestead, Hot Springs, Va. 


Dec. 7-9—Western Confectionery Salesmen’s Assn. Convention, Congress 
Hotel, Chicago. 
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Standard 
Model 


Only the Instant and 
Continuous Fondant Machine 
Gives you these 


10 ADVANTAGES 


. Makes finer smoother fondant. 
. Eliminates expensive pre-cooling equipment. 
. Eliminates pre-cooling syrup. 


. Cleaned in a matter of seconds. 


i 
2 
3 
4 
5. Creaming cylinder 100% water jacketed. 
6. Aluminum and stainless steel throughout. 
7. Saves very valuable floor space. 

8. Most revolutionary Fondant Machine. 

9. Most simplified Fondant making machine. 


10. Creams hot syrup successfully, instantly. 


Write Now for Information. 


Use this Coupon for Your Convenience. 


CONFECTION MACHINE SALES CO. 


37 W. Van Buren Chicago 5, Ill. 





NAME . 
ADDRESS 
CITY socuspiotegibe 


STATE . 
BOOKLET ON JUNIOR MACHINE [) 


(medium production) 


BOOKLET ON STANDARD MODEL [) 


(volume production) 


BOOKLET ON MASTER MODEL [) 


(large volume production) 
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Candy 


The Candy Clinic is conducted by one of the most experi- 
enced superintendents in the candy industry. Some samples 
represent a bona-fide purchase in the retail market. Other 
samples have been submitted by manufacturers desiring this 
impartial criticism of their candies, thus availing them- 
selves of this valuable service to our subscribers. Any one 
of these samples may be yours. This series of frank criti- 
cisms on well-known branded candies, together with the 


* * 
() | ll | () practica! “prescriptions” of our clinical expert, are exclu- 
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oods \ow on the Market 


Chocolate Coated Cream Bar 


ANALYSIS: Sent in for analysis as 
No. 4676. At 1% ozs. for five cents. 
Appearance and size of bar are good. 
Wrapper is of glassine printed in 
brown and yellow. The coating of the 
bar is good. The color is good. The 
texture is dry, and the taste is fair. 


REMARKS: Suggest cream center be 
checked to keep it soft. More choc- 
olate should be used to improve the 
taste of the center. Code 4A50. 


Chocolate Coated Coconut Bar 


ANALYSIS: Purchased in a Liberiy- 
ville, Ill., supermarket at 114 ozs., six 
bars for 25 cents. Appearance of the 
bar is good, as is the size. Wrapper 
is glassine printed in blue and orange. 
The coating is good. The color is 
good, and the texture and taste is 
good. 


REMARKS: One of the best coconut 
bars we have examined this year. 


Code 4B50. 


Chocolate Coated Coconut Bar 


ANALYSIS: Purchased in Liberty- 
ville, Ill., at 13/8 ozs., six bars for 
25 cents. The appearance of the bar 
is good. The size (two pieces) is 
good. The wrapper is paper backed 
foil printed in bronze, blue, and 
white. The coating and color are 
good, as is the texture and taste. 


REMARKS: One of the best coconut 
bars we have examined this year. 


Code 4C50. 
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Chocolate Coated Bunny 


ANALYSIS: Purchased in Liberty- 
ville, Ill., at 144 ozs., six bars for 25 
cents. Appearance and size of bunny 
are good. The wrapper is of paper- 
backed foil printed in gold and purple 
with the imprint of the bunny in col- 
ors. The coating and color of the 
bunny are good, as are the texture 
and taste. 


REMARKS: A good eating Easter 
novelty. Code 4D50. 


Nut Chocolate Coated 
Cream Mound 


ANALYSIS: Sent in for analysis as 
No. 4675. Weight 13/8 ozs. at five 
cents. Appearance of the piece and 
size are good. Wrapper is of glassine 
printed in blue and silver. Imprint 
of mountain in the center. The choc- 
olote is good. The peanuts are fair. 

REMARKS: Peanuts had started to 
get “strong,” spoiling the taste of the 
bar. Suggest peanuts be dry roasted 
and lightly salted before they are 





Candy Clinic Schedule 
For The Year 








The monthly schedule of the CANDY CLINIC is listed below. 
When submitting items, send duplicate samples six weeks 
previous to the month scheduled. 


JANUARY—Holiday Packages; Hard Candies 
FEBRUARY—Chewy Candies: Caramels; Brittles 


MARCH—One-Pound Boxes Assorted Chocolates up to $1.00. 


APRIL—$1.00 and up Chocolates; Solid Chocolate Bars 
MAY—Easter Candies and Packages: Moulded Goods 
JUNE—Marshmallows; Fudge 

JULY—Gums:; Jellies: Undipped Bars 

AUGUST—Summer Candies and Packages 
SEPTEMBER—All Bar Goods: 5c Numbers 
OCTOBER—Salted Nuts; 10c-15c-25c Packages 
NOVEMBER—Cordial Cherries: Panned Goods: Ic Pieces 


DECEMBER—Best Packages and Items of Each Type Con- 
sidered During Year: Special Packages, New Packages 
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for Better Marshmallows 
the SAVAGE BEATER 


.... IS YOUR ANSWER. The Savage latest 
improved sanitary marshmallow beater is con- 
structed with stainless steel tank, shaft, paddles 
and breaker bars—100% sanitary. This beater 
is considered standard by manufacturers. Built for 
strength and durability, it assures perfect manipula- 
tion of each batch. Hundreds of users in the United 
States and foreign countries prefer the Savage 





Beater for its economy in operation and performance 
in production, because it saves time, space, and op- 
erating cost. Four 200 pound Savage Beaters will 
supply a mogul for continuous operation. 


THE FIRST COST IS THE LAST COST 





Unexcelled for volume and lightness 
Stainless construction—100°, sanitary 
No corners for contamination 

Outside stuffing boxes—no leakage possible 
Maximum beating for volume 

Faster heat discharge from batch 
Creates volume suctien of cold air 
Larger water jacket for quick cooling 
6” outlet valve for quick emptying 
Less power needed with roller bearings 
Large two piece air vent—sanitary 


Direct motor drive 





Sizes available: 150 lb. or 80 gal. capacity 
Y 200 Ib. or 110 gal. capacity 


BOOTH 67 AT THE NCA EXPOSITION 


SAVAGE BROS. CO. 


M. A. Savage, President °* Richard J. Savage, Jr., Vice President 


Since 1855 


2638 GLADYS AVE. CHICAGO 12, ILL. 
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chopped up. This will prolong the 
fresh peanut taste. Code 4E50. 





Chocolate Panned Raisins 


ANALYSIS: Sent in for analysis as 
No. 4673. Weight of package is 114 
ozs. at five cents. Appearance of the 
package is good. It consists of a fold- 
ing box, cellulose window, printed in 
pink and dark brown. The panning 
and finish of the raisins are good. 
The chocolate coating is good for this 
price candy. The taste and the raisin 
themselves are good. 

REMARKS: One of the best five-cent 
packages of this kind we have ex- 
amined this year. Code 4F50. 





Vanilla & Chocolate 
Almond Nugat Bar 


ANALYSIS: Sent in for analysis as 
No. 4674. Weight 1% ozs. at five 
cents. Appearance of the bar is good 
as is the size. The wrapper is printed 
cellulose in yellow and green. Very 
neat. Color, texture and taste are 
all good. 

REMARKS: The best five bar of this 
kind we have examined all year. Both 
cellulose wrappers are neat and at- 


tractive. Code 4G50. 


Wild Cherry Drops 


ANALYSIS: Purchased in a Chicago 
railroad station, at 14% oz. for 6 
cents. Appearance and size of pack- 
age are good. Container is a folding 
box, white, printed in red and dark 
green. Imprints of piece in red. Cel- 
lulose wrapper. The color and tex- 
ture of the drops are good, but gloss 
and flavor are only fair. 

REMARKS: The flavor is not up to 


standard; tasted too strongly of bitter 
almond. Code 3B50. 





Malted Milk Balls 


ANALYSIS: Purchased in a Liberty- 
ville, Ill. supermarket at 8 oz. for 
29 cents. Appearance of package is 
good. Container is printed cellulose 
bag; colors are, white and red. The 
ball’s coating, texture, center, and 
taste are good. 

REMARKS: One of the best malted 


milk pieces we have examined in 
some time. Code 3/50. 





Sugar Novelty Hearts 


ANALYSIS: Purchased in a super- 
market in Libertyville, Ill., at 12 oz. 
for 25 cents. Appearance of package 
is good. Container is folding box 


printed in red stripes, with large 
window. Hearts’ color, shape, and 
texture are good; flavor is fair. 


REMARKS: Suggest flavors be 
stronger, as some are very weak. 
Confections of this kind require a 
good strong flavor. Code 3N50. 





Jelly Nougats 


ANALYSIS: Purchased at a Liberty- 
ville, Ill, supermarket at 1 lb. for 35 
cents. Appearance of package fair. 
Container is cellulose bag printed in 
white and pink. Nougats are wrapped 
in printed cellulose wrappers. The 
nougat’s color, texture, and taste are 
good. 

REMARKS: One of the best jelly 
nougats of this type we have ex- 
amined in some time. Code 3750. 





Minted Garlic Almonds 


ANALYsIs: Sent in for analysis as 
No. 4665. Sold in bulk, no price 
stated. The minted almonds’ roast, 
texture, and flavor are good. The 
garlic flavored almonds’ coating, al- 
monds, texture, and flavors are good. 

REMARKS: Something new in al- 
monds. Very good eating and should 
be a good seller at $1.50 the pound. 
Code 4C50. 
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FINE COATING CHOCOLATE DOESN'T “JUST HAPPEN” 


Just as much care should be exercised in choosing a chocolate 
for your fine candies as is used in making the centers, selecting 
the box and packing it. Your customers know good candy and 
appreciate quality. 


WMerchens "Foudant Process Chocolate 


is carefully planned, blended, refined, processed and finished. 


MERCKENS CHOCOLATE COMPANY, Inc. 
BUFFALO 1, NEW YORK 


Branches & Warehouse Stock in Boston, New York, Chicago, Los Angeles, Oakland, Salt Lake City, Seattle 
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Cream Mints 


ANALYsIS: Sent in for analysis as 
No. 4670. No price stated. Weight 
4 oz. Container is square white board 
tray, overall cellulose wrapper. Col- 
ors are good. Texture is hard and 
dry. Flavor is fair. 

REMARKS: For cream mints, the 
fondant formula is all right. Use a 
remelt and cast in rubber mats (not 
starch). Have fondant about 150 de- 
grees F. Let set until cold. Cook 
crystal to 34 degrees on a Beaume 
thermometer. Crystal should be 
panned when cool, not cold. Leave 
creams in crystal six hours and 
drain. Do not move creams until 


they are dry. Code 5/50. 


Fruit Nougat 


ANALYSIS: Sent in for analysis as 
No. 4671. Weight 4 ozs. No price 
stated. Container is square white 
board tray with overall cellulose 
wrapper. Nougat in cup’s color is 
good; texture, dry and hard; taste, 
fair. 

REMARKS: Use the following for- 
mula for fruit nougat: 

35 lbs. sugar 

15 lbs. corn syrup 

4 lbs. frozen eggs 

3 ozs. glycerine 

salt. 

Use a good honey flavor, as you 
are not using enough honey to give 
your nougat a flavor. Be sure to 
dry grapefruit peels before putting 
in batch. Peel should not be wet. The 
nougat will not keep long unless you 
wrap it in wax or cellulose wrappers. 


Code 5K50. 


Panned Licorice Drops 


ANALYSIS: Purchased in a Chicago, 
lil., railroad station at 114 oz. for 
5 cents. Appearance of package is 
good. Folding box, cellulose window. 
Printed in red, white, and blue. 
Drops’ colors are too deep; panning, 
finish, and jacket are good. Cen- 
ter’s texture is too hard; flavor is 
fair. 

REMARKS: Suggest colors be toned 
down. Center lacked a good licorice 
flavor. Not up to the standard of 
some 5-cent panned licorice packages 
on the market. Code 5750. 


Milk Chocolate Almond Bar 


ANALYSIS: Purchased in Chicago, 
Ill., at 144 oz. for 5 cents. Appear- 
ance and size of bar are good. Wrap- 
per is paper band printed in red and 
white. Inside glassine wrapper. Milk 
chocolate’s color, molding, and taste 
are good. 
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Available in the following forms: 


Dustless Calcined 99%-100% 
Hydrated 83%-85% 
liquid 47% 


SOLVAY SALES DIVISION 


ALLIED CHEMICAL & DYE CORPORATION 
40 Rector Street, New York 6, N. Y. 
BRANCH SALES OFFICES 


Boston ¢ Charlowe * Chicago © Cincinnati * Cleveland * Detroit * Houston 
New Orleans ¢ New York © Philadelphia © Pittsburgh * St. Louis * Syracuse 








Bring Out the 


[RUE FLAVOR 


Dutch Process 
COCOA and CHOCOLATE 


POTASSIUM 
CARBONATE 


To bring out all the flavorful qual- 
ity in your Dutch Process Cocoa 
and Chocolate . . . put in SOLVAY 
POTASSIUM CARBONATE. When you 
neutralize your cocoa and choco- 
late with this laboratory-controlled 
neutralizing agent, you get uni- 
form results every time. Specify 
..+ SOLVAY POTASSIUM 
CARBONATE. 








REMARKS: One of the best 5-cent 
almond bars we have examined this 


year. Code 5U50. 


Assorted Hard Candy Pops 


ANALYsIS: Sent in for analysis as 
No. 4669. No price stated. Sold in 
bulk. Pops have cellulose wrappers. 
Colors and texture are good. Gloss 
is fair, and flavor poor. 

REMARKS: A well made pop. Sug- 
gest a better grade of flavors be used. 
Flavors are not up to the standard 
used in good pops now on the mar- 


ket. Code 5X50. 


KIWI 
CODE DATER 


Easily attaches to any conveyor. 
Operates in any position—top, side, 
or bottom. Any numeral or letter 
combination. Once a day service. An 


automatic marker and pricer at rea- 
sonable cost, that spots mark where 
you need it. Helps stock rotation at 
all points. For details, write: 


KIWI CODERS CORP. 


3804 N. Clerk St., Chicago 13, If. 
inks for Any Surface 











LETTERS to 
MC editors 


Malted Milk Bars 


When making malted milk bars 
with beaten egg whites, would the 
malt powder cause the eggs to fall? 
If so, what can be done to overcome 
this? 








—Nebraska 
REPLY: It is likely that the fat 


content present in the malted milk, 
may cause the eggs to fall. Malted 
milk powder has a high fat content 
and fats are to blame for loss of 
fluffiness. 

Refer to Richmond’s book, page 
387, formula 317, for nougat bar: 
In the procedure given for making 
this product, there are several steps 
given as: 


(1) egg whites and egg albumen 
and granulated sugar are 
beaten at high speed in the 
beater which is stepped 
down to slow speed before 
the egg has reached its full 
whipping peak, then 

the sugar and corn syrup 
mixture cooked to 254 F. is 
slowly added, and _ beating 
continued for 12 minutes, 
at which time, 

(3) the mixture of dry malted 
milk and dry skim milk pow- 
ders are added and when well 
mixed, 

(4) a mixture of hard and plas- 
tic fats is added, and just as 
soon as_ incorporated, the 
beater is stopped and the 
batch poured. 

The formula follows: 

(1) 4 oz. powdered egg albumen 
soaked in 5 lbs. frozen egg 
whites and 3 lbs. fine granu- 
lated sugar. 

(2) 24 lbs. granulated sugar, 27 
lbs. corn syrup and 3 qts. 
water cooked to 254 F. 

(3) 2% lbs. malted milk powder 
and 21% lbs. powdered skim 
milk. 

(4) 1 lb. melted hard coconut 
butter and 1 lb. melted plas- 
tic coconut butter. 

If a stronger malted flavor is de- 

sired, some malt sugar may be used. 

Another technique which may be 

used to incorporate the malted prod- 
ucts which quite likely would work 
would be to combine the malted prod- 


(2) 
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What happe™® 
whe" 


Your chocolates are SAFE from the 
outside heat, when protected 
between store and home with JIFFY 
INSULATED BAGS. Your chocolates 
will not discolor and melt —lose 
their taste and look appeal. 


in a JIFFY INSULATED BAG your candy 
remains perfect in appearance — 
regardless of outside temperature — 
hours AFTER it leaves your store. 


é 
he “HEAT’S Oy, © 







With JIFFY INSULATED BAGS you enjoy 
profitable, all-year round sales. 


. URING oe 
Western 200 Alotence Gee ” Willside NJ. 


RAY T. EBERT CO. - 502 MINNESOTA STREET - SAN FRANCISCO 7, CALIFORNIA 

























ucts with the sugar-corn syrup mix- 


ture which is cooked to 254-260 F. 
Purchasing Executives’ Number 


Just a line to say I have received 
the September issue of THE MANU- | 
FACTURING CONFECTIONER contain- 
ing the “Purchasing Executives’ | ae Se 
Number.” The latter is becoming | ee 
bigger and bigger and better and | mayor one ae 
better yearly. As one of the profes- [’ ] [ 
sion which benefits by it, I assure 4 AFT 0. 


you I am more than ever apprecia- | 
{ ue 


tive. 
—California | a 
(Please turn to page 100) 7, # ee, 
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- Moires © Taffeta 
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Confectioners’ 
Briets 








RAYMOND W. ZIEGLER, vice 
president in charge of market- 
ing, has been named executive 
vice president of the George 
Ziegler Co. of Milwaukee by 
the board of directors recently, 
as announced by J. E. Ziegler, 
president, In his new position, 
R. W. Ziegler will take over 
the general administration of 
the company. He is the son of 
the present president and the 
grandson of the founder of the 
company, now in its 90th year 
of candy making. 


®@ Hooper’s Confections, Inc., Alameda, Calif., dis- 
tributors of its products in the San Joaquin Valley 
and headed by Gordon and Barbara Hooper, have 
appointed Stockton Wholesale Candy Co., Stockton, 


Calif., to handle sales to military and governmental 
agencies. John Tynon, Alameda, has been named. 


@ J. W. McKey, president of the Euclid Candy Co. 
of California, Inc., San Francisco, announced the 
purchase of a lot adjoining the plant at 715 Battery 
















@ At their best! 
@ At lowest prices 










11-13 Sterling Pl. 
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Starch Trays 


Masonite and Solid Wood Tonguegd 

and Grooved Glued Bottoms |” 

Nailed—Cement Coated Drive “Ss 
Screws—Lock Corner and Water- 

proof Glued Hard and Soft Woods 

also: Dipping Boards—Starch Tray Dollies 

Pan Room Trays—Wire Bottom Trays 

Mould Boards 

And All Other Affiliated Wood Products 


Ask for FREE Sample—and quotation 


BAYWOOD MFG. CO., INC. 


















4 
7 


Brooklyn 17, N.Y. 


St., on which it will construct a three-story and 
basement addition to the factory. 
call for completion of the structure which will con- 
tain 40,000 square feet, early in 1951. 


Present plans 


®@ Dunhill’s Coffee Beans in nickel packages, new- 
est addition to the company’s hard candy special- 
ties, recently became available to the 11 Western 
States, according to A. S. Jaffee, head of the San 
Francisco brokerage firm of the same, representa- 
tives of the Dunhill Co. in that area. 


NE 8-9832 

















EGG ALBUMEN PRODUCED 
TO YOUR SPECIFICATIONS 


EXPERIENCE HAS PROVEN there is 
NO ALL PURPOSE ALBUMEN. The 
specific use to which it is to be put— 
the particular commodity of which the 
albumen is to become an ingredient, 
determines its specifications. 


OCOMA FOODS COMPANY has 
for many years PRODUCED ALBU- 
MEN to MEET the REQUIREMENTS 
OF their CUSTOMERS in varied 
fields, particularly manufacturing 
confectioners. 


YOUR PRODUCTS will DETERMINE 
your SPECIFICATIONS. Your PREFER- 
ENCE will be SUPPLIED, GIVING you 
ALBUMEN most adaptable and BEST 
SUITED FOR YOUR COMMODITY. 


SALES OFFICES 
NEW YORK CITY 96 Ganesvoort St. 


BOSTON. 177 State Street 
PHILADELPHIA _.....95 Fairmont St. 
CLEVELAND. 2000 Occidental Inc. 


SAN FRANCISCO 420 I7th St. 
LOS ANGELES 1470 E. 4th St. 


Representation in all principal markets 
through distributors and brokers. 


HOME OFFICES 


OCOMA FOODS CO. 


OMAHA, NEBRASKA 

















Look For The 


DUBIN LINE 


of 


Improved Candy Making 
Equipment 
Booth 73 


24th ANNUAL CONFECTIONERY 
INDUSTRIES EXPOSITION 


Grand Central Palace, N. Y. 
June 5 to 8 


ae DUBIN CORPORATION 


2500 S. SAN PEDRO STREET ° LOS ANGELES !!, CALIFORNIA 
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JOHN H. TATIGIAN, sec- 
retary of Peter Paul. and 
general manager of the 
company’s Naugatuck 
plant, was recently elected 
a vice president of the 
company at a regular meet- 
ing of the board of direc- 
tors. Walter P. Baldwin of 
Pine Orchard, Co., was 
was elected a director of 
the company. 


@ Peter Paul, Inc., reported that the earnings for 
the year 1949 amounted to $4.51 after setting up a 
reserve of $100,000 for contingencies. This is as 
compared with the all-time high set in 1948 of $4.97 
a share. Working capital at the end of 1949 was 
$8,295,468 as compared with $6,221,821 at the close 
of the preceding year. Current assets were said to 
aggregate $11,225,694.16 and were almost four times 
the current liabilities. It is said that the company 
now has 3,300 stockholders with a net addition of 
300 during 1949. Of the total number of stock- 
holders, 10 per cent are employees of the company. 


® Automatic Canteen Co., announced that their 
earnings for the quarter ending March 18 were 
$125,091 or 28 cents a share. This is compared to 
$154,472 or 34 cents a share earned in the same 
quarter last year. The decline was attributed to 
the coal and steel strikes. 





Model E Automatic 
Hard Candy Machine 


For producing spherical and 
Seamless shape hard candy 


Balls @ Kisses @ Barrels @ Olives 


There are over 100 different shapes. 

For clear or pulled goods. 

For hard candies that are free of fins and 
sharp or abrasive edges. 

It makes hard candies that are smooth and 
easy on the mouth. 

One operator spins directly to the machine. 

Capacity 3,000 to 10,000 pounds. 

Our Model E incorporates all the develop- 
ments of previous experience plus auto- 
matic self-compensating clutch which 
takes care of the variation in batch 
temperature. 





Visit us at 


Booths 55 & 62 
N.C.A. Convention and 
Confectionery Industries Show 


June 5-9 
Grand Central Palace, N.Y., NY. 











There is no Substitate for Experience 


John Werner & Sons, Inc. 


| - 713-729 Lake Ave., ROCHESTER 13, N. Y. 
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Build consumer preference 
with improved quality... 


CANDY manufacturers depend on 
the uniform quality and fine perform- 
ance of these two fine corn syrups... 
Globe and Puritose brands. 


Full technical service, no obligation 


CORN PRODUCTS REFINING CO. 
17 Battery Pi.,. New York 4, N. ¥. 


Globe, Cerelose, Puritose, 
Buffalo and Hudson River 
ore registered trade-morks 
of Corn Products Refining 
Company, New York, N. Y. 








| dextrose 
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MEET US AT BOOTH 77 


CONFECTIONERY INDUSTRIES EXPOSITION 
GRAND CENTRAL PALACE, NEW YORK 


JUNE 5-8 


@ Sierra Candy Co., of San Francisco, announced 
recently completed plans for a million dollar ex- 
pansion program. The highlight of the announce- 
ment was the plan to move the company immedi- 
ately to its own building and the purchase of new 
candy-making machinery. 


Other expansion plans include manufacture of 
new specialties, an increase in sales staff, and an ex- 
panded merchandising and advertising promotion. 

The new plant will be located in the food manu- 
facturing district at Front and Broadway Sts., in 
San Francisco. The building has four stories and 
was purchased by the company in 1946. 


® Harry Hayden was recently appointed as sales 
manager of Huyler’s candy package Division. He 
joins Huyler’s from Esquire Magazine where he 
Was a sales executive. 


@ j. R. E. Sharp, managing director of Edward 
Sharp & Sons, Ltd., Maidstone, Kent, England, has 
announced plans for distribution of Sharp’s confec- 
tions. The Edward Sharp Sales, Inc., in the United 
States will be under the direction of George Milling- 
ton. Warren Granger, formerly William Wrigley 
Eastern Divisional Sales Manager, assumes the 
sales management of the company. 


® Smith H. Cady, Jr., has been appointed director 
of merchandising and advertising of the Chase 
Candy Co., St. Louis. He took over his duties 
May 1. Mr. Cady was formerly the director of the 
council on Candy of the NCA and has been active 
in advertising and promotional work for many 
years. 


for June, 1950 








® Horace C. Guittard, 71, president of the Guittard 
Chocolate Co., San Francisco, died there April 26. 

Mr. Guittard, president of his company for 51 
years, assumed his post in 1899 following the death 
of his father who founded the company in 1868. 

The business will be continued by his son, Horace 
A. Guittard and his son-in-law, Frank S. Timber- 
lake. 


@ Henry Heide Jr., 68, senior vice president of 
Henry Heide, Inc. and son of the founder of that 
company, died in a New York hospital April 25, 
after a long illness. 

Mr. Heide was the son of Henry and Mary Heide. 
He received an A.B. from’ Fordham University in 
1901 and later received an honorary M.A. in 1912. 

He was associated with the company founded 
by his father in 1869 and began work there himself 
in 1901. 

Surviving him are his widow, the former Char- 
lotte Edebohls; three daughters, Mrs. William F. 
Clare, Jr., Mrs. John A. Thomas, and Mrs. John H. 
Thompson, Jr.; two brothers, Julius A. and Herman 
L. Heide; four sisters, Mrs. Johanna M. Leyen- 
decker, Marie and Bertha Heide, and Mrs. Claire 
H. Magee; and seven grandchildren. 


@ Mrs. Frances Ruth Ziegler, 56, of Milwaukee, 
wife of Herbert G. Ziegler of the Ziegler Candy 
Co., Milwaukee, died recently at her home in Mil- 
waukee. 

Beside her husband, Mrs. Ziegler is survived by 
a daughter, Kathleen Ziegler, and two sisters, Mrs. 
W. Howard Roberts, Oklahoma City, and Mrs. Cora 
Reynolds, Dallas. 
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’ DD ‘ be CA “ \ 
Less times more yield C2 more profit : 


+Flutf- Dried Abunen.( 7 Its tiny particles need no soaking 
dissolve a as as¢f...n0 clumps. Only choice, spring- 

lid eqgs a are used, assuring you best results $94 

time. Convenient, protected hoes in safe-lined fibre drums. 














Order from your Swift Salesman or nearest Swift Branch 
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@ Thomas S. Swan, Sierra Candy Co., San Fran- 
cisco, was elected general chairman for the 1951 
conference of Western Confectioners and Allied in- 
dustries at the close of the year’s convention held in 
Hollywood in April. San Francisco was chosen as 
the next meeting place. 


®@ Gregor Chocolates, New York, is now promoting 
its new almond, hazelnut confection. 


@ The candy department of the Emporium, San 
Francisco, was allotted 1,000 square feet in the 
middle of the main floor of its branch store which it 
is presently building. The building, for which $12,- 
000,000 is appropriated, is located in a residential 
and shopping center on the southwestern edge of 
the city. It is expected to be ready for occupancy by 
Oct. 1951. 


Edith Kollbeck, veteran buyer-manager of the 
store’s candy department, states that the branch de- 
partment will be equipped with ultra-modern fa- 
cilities in refrigeration, lighting, and display. The 
second candy operation will be under her direction. 


e@ E. Henrich, president of the Washington Choco- 
late Co. of Seattle, has appointed Otto W. Winckler, 
head of the Winckler Brokerage Co., San Francisco, 
to handle its sales in Northern California. 


The Seattle firm manufactures milk and dark 
coatings for hand, enrober, and pan coating and a 
chocolate liquor and a summer coating. It has been 
distributed in the Northwestern states, and the 
Winckler organization was appointed to handle the 
growing demand in the Northern California area. 


It’s Easy to 





Keep Floors Clean 








Foot-safe At Low Cost! 


VER find a tougher cleaning job than separating 

hardened spillage from confectionery plant floors? 
You not only have to remove dirt, oil, grease and fat, 
but you have to contend with sugar, syrup, fondant, 
chocolate, fruit juices—deposits that call for the kind 
of dirt loosening power you always get in specialized 
Oakite floor-cleaning materials. 


Your nearby Oakite Technical Service Representative 
will gladly suggest ways to put your floors in spot- 
lessly clean condition. Or send request for informa- 
tion about Oakite floor-washing compounds to Oakite 
Products, Inc., 36C Thames St., New York 6, N.Y. 
No obligation, either way. 





aoa? INDUSTRIAL Cray 


OAKITE 
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day production demands. 





BULLERJAHN STARCH DRYER 
AND COOLER 





The "All Rotary"’ machine with the capacity and dependable performance required by present 













IMPORTANT NOTICE—To facilitate delivery we have licensed the 
VALLEY IRON WORKS COMPANY 
Appleton, Wisconsin 
To manufacture and sell the Bullerjahn Dryers. 


Direct all inquiries and correspondence to them. 
Mr. A. D. Bullerjahn will be consulted on all drying problems. 


A. D. BULLERJAHN and COMPANY 


704 E. Pleasant St., Milwaukee, Wisconsin 
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COCOLINE' 


CHOCOLATE COATINGS 
COCOA POWDERS 


SPECIALTIES 


COCOLINE PRODUCTS, INC. 


40-20 22nd ST. LONG ISLAND CITY I, N. Y. 














Bunte, Belvend, Plan 
Nation Sales Program 


Belvend Manufacturing Company, Inc., and Bunte 
Bros. this week jointly announced a trio of “firsts” in the 
penny bulk candy field, aimed at the bulk vender operator. 
With its introduction of a new line of pan candies, Bunte 
simultaneously announced the appointment of Belvend as 
national distributor of the line, with all sales direct from 
Chicago headquarters. 

Third “first” is the use of brand promotion in the bulk 
field, with Belvend supplying operators with decals for 
each vender in operation. Oval in shape, in three colors, 
each will carry the heading “genuine Bunte candies,” with 
the name of Belvend as the national distributor. 

Bel E. Hall, Belvend president, said prices on the new 
six-flavor line of Bunte pan candies will be competitive. 
Also, a minimum per pound count will be guaranteed. 
First types of pan candy offered are Boston baked beans, 
rainbow peanuts (vari-colored candy coatings over peanut 
centers), licorice lozenges, assorted imperials, French 
burnt peanuts, and a special Bunte mix of beans and pea- 
nuts. A seventy type milk chocolate drache, will be intro- 
duced later. 

Shipments will be made to operators of all types of 
bulk equipment, Hall emphasized. 

F. A. Bunte, president of Bunte Bros., declared that the 
need for brand promotion on a national scale in the bulk 
vender field brought about the creation of the new line 
and the decision to market it thru a special distributor. 
Backing the brand promotion theme, in addition to the 
vender stickers, will be an advertising program directed 


REMEMBER TO ¥ YOUR NEEDS 


J, 





NOUGAT WHIP 

w HAND ROLL CREME 
EGG O CREME 
BON BON CREMES 


These Products Help 
BUILD YOUR BUSINESS 
and 
BOOST YOUR PROFITS 
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Candy Makers’ Supplies 


MAKE THE FINEST CANDIES 


X-L CARAMEL PASTE 
m | FUDGE PASTE 

"BIG 3" JELL POWDER 

COCONUT PASTE 


VAC-PRODUCTS 





Write TODAY for 
FORMULAS 
SAMPLES 
PRICES 
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toward the bulk operator. It will point up the availability 
of a penny bulk candy which will be sold under a brand 
name thru individual bulk venders. 

Following Bunte Bros. recent purchase of the equipment 
in the Chase Candy Company’s Chicago plant, specially 
designed for pan candy production, the bulk vender pro- 
motion plan took shape. “An accepted brand name would 
be a stimulant to sales if such a brand name were em- 
ployed to identify the products sold thru a bulk candy 
dispenser,‘ Bunte declared. 


@ The NCWA filed a brief against the Curtiss 
Candy Co. recently with the Federal Trade Commis- 
sion opposing a motion by the candy company 
asking the FTC to permit them to descriminate in 
price in favor of chain stores against independent 
retailers. 

The Curtis motion asks that the case, which the 

FTC issued a “cease and desist” order against the 
firm in 1947, be reopened. The NCWA was admitted 
as an intervenor in these proceedings Feb. 2 of this 
year. 
@ Dempsey & Co., Chicago, and Southwestern 
States Corp., Dallas, Texas, have acquired control- 
ling interest of the Martha Washington Candies Co. 
through the purchase of stocks from 16 individual 
stockholders. The announcement of the purchase 
said that Daniel Kratz will continue as president and 
that there will be no changes of personnel or opera- 
tions. 


@ The board of directors of the Nutrine Candy Co. 
has declared a dividend of 10 cents a share on com- 
mon stock payable June 10 to stockholders of record 
June 1, 1950. 


While Attendii 











Perce in Hen York 





BLANKE-BAER 


EXTRACT & PRESERVING COMPANY 


3224 South Kingshighway St. Lovis 9, Mo 


FINE EXTRACTS FOR OVER A THIRD OF A CENTURY 








service is assured. 


@ Red “V” Philippine Desiccated 
Coconut 

@® Shelled Nuts 

@ Favorite Brand Vanilla Extract 





The overwhelming enthusiasm by the trade to the opening of our new coconut plant 
in Cranford, New Jersey, the most modern in the country, has been most gratifying. 
With these superb facilities, our ability to render the maximum in quality and 


WOOD & SELICK, Ine. 


36 Hudson St. 


BArclay 7-9500 


Branches in Baltimore and Chicago 


@ Toasted Coconut 
@ Emulsions and Flavors 


@ Machinery and Equipment 


New York 13, N. Y. 
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Announcing 
Two NEW 


Smith Machines 


DS CHOCOLATE COATER 


: a 
Here, at last, is a coater, small enough 


to be of practical value to retailers 
who coat small quantities of candy. 
Includes many of the features found 
in the well known Smith 10” and 16” 
coaters, and operates as _ efficiently. 


* Removable chocolate tank 


* Electrically heated — thermostatically con- 
trolled 


* Two unit cooling tunnel with built-in re- 
frigeration system. 


* Readily accessible for cleaning 


* NO INSTALLATION NECESSARY. Easy to 
follow instructions enables you to set it 
up. Operates on 110 current. "Just Plug 
It In" 


37 STAINLESS STEEL 


CREAM BEATER 


* One piece mixing pan of stainless steel. No 
cracks — no weld 


© 1% H. P. all ball bearing motor drive 


¢ Cast bronze plows quickly removed for 
cleaning 


See these two machines and the Smith 10" 





Coater and 100 Ib. Chocolate Melter at 








WSooth 92 


NCA EXPOSITION 


W. C. SMITH & SONS, INC. 


Designers and Builders of Confectionery Machinery 
2539 North 9th Street, Philadelphia 33, Pa. 








| 
| 
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Supply Field News 





H. KOHNSTAMM 6& CO. an- 
nounced recently that Sam 
Zuckerman, assistant research 
director, had received a doc- 
tor’s degree in chemistry from 
the Brooklyn Polytechnic In- 
stitute. Dr. Zuckerman, 34, has 
been employed by the com- 
pany for 14 years. devoting 
his time to research and man- 
ufacture of certified colors and 
flavors for the food and cos- 
metic industries. 





@ Paul D. Doolen, manager of the industrial sales 
division of the A. E. Staley Manufacturing Co., has 
announced the appointment of A. R. Staley as sales 
promotion manager of the company. 


@ John L. Cassullo was elected to the office of 
treasurer of Fritzsche Brothers, Inc., at a board of 
directors meeting held in New York May 2. 


@ R. E. Funsten Co., of St. Louis has appointed 
three new brokers to handle its lines of pecans. They 
are: Elggren and Thompson Co., Salt Lake City, 
Utah; A. H. Morse Co., Boston; and Carl LaFleur 
Co., Hartford, Conn. 


@ Lawrence O. Paul succeeded Edgar A. Jett as 
assistant director of Armour Research foundation 
recently. Mr. Jett resigned from the company to 
become vice president of the Nutrine Candy Co. 





DR. ARIE JAN HAAGEN-SMIT is congratulated by officers of 
Fritzsche Brothers, Inc., on receiving the recent gold medal, $1.000 
award given for “outstanding achievement in the field of essential 
oils and related chemicals. Pictured at the right is F. H. Leonhardt. 
president of the company. Left to right are: Dr. Ernest Guenther, 
vice president: John H. Montgomery, vice president; and Dr. 

Haagen-Smit. 
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e B. F. Beach of Adrian, Mich., was recently ap- 
pointed chairman of the Board of the American Dry 
Milk Institute, Inc. He was elected at the Silver 
Anniversary annual meeting which closed at the 
Edgewater Beach Hotel, April 26. 


@ Givaudan Flavors Inc., had a gathering of their 
sales staff and other divisions for the annual sales 
meeting at the Berkeley-Carteret at Asbury Park, 
N. J. the latter part of April. The meeting was held 
in conjunction with the sales meeting of Givaudan- 
Delawanna, an affiliated company. 


e Bill Lakritz, president of Florasynth Labora- 
tories, recently became a member of the Million 
Mile Club. In recognition, the United Airlines has 
issued a membership card. 


@ L. Cletus Gallagher was promoted to sales man- 
ager of the Industrial division of the California 
Fruit Growers Exchange. C. E. Scovern, Jr., was 
promoted to Southwestern Division Manager. J. P. 
Haman was promoted to assistant Eastern Division 
manager. 


@ Robert H. Evans was elected treasurer of the 
Riegel Paper Corp. at a recent board meeting of the 
company. Mr. Evans, formerly assistant treasurer, 
will continue in the post of secretary. 


®@ Cocoline Products, Inc., of Long Island City, 
N. Y., announces that H. L. Stayton has joined the 
firm. Mr. Stayton will call on the bakery, ice-cream, 
and confectionery trade in Philadelphia and the 
surrounding area. 








White Stokes Co., inc. 


invites you 


to visit their Booth 
+57 at the Grand Central 
Palace, while attending 
the convention. 


Be sure to come in and 
register for the prize 
drawing 


In attendance: 


J. E. Stokes C. A. Dillon 
E. R. Holmes W. A. Alexander 
E. G. Buchanan E. G. Davisson 
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MANUFACTURERS OF “SIMPLEX” 


@ Vocuum Hard Candy Cookers Steam 
and Gas 


@ Vacuum Fondant Cookers and Coolers, 
Steam and Gas 


@ Steam Jacketed Kettles, Copper or 
Stainless Steel, with or without 
Agitators 


Cooling Slabs 


Batch Rollers 


@ Continuous Plastic Machines 





VACUUM and RACINE Modern Machines 


at The National Confectioners Convention—Booth 75 


MANUFACTURERS OF “RACINE” 


@ Standard Automatic Sucker Machines 


@ Super-Duplex Automatic Sucker Ma- 
chines 


The Punch and Die Sucker Machine 
Sucker, Cutting and Drop Rolls 
Cream Depositors 


Chocolate Depositors for Stars, Kisses, 
Buds, Bits, Bars, etc. 


Snow Plow Cream Beaters 


Caramel Cutters 


VACUUM CANDY MACHINERY COMPANY 


and Racine Contectioners’ Machinery Co. 


PARK ROW, NEW YORK 7.N_. Y 





for June, 1950 


FACTORIES: HARRISON. N. J: RACINE 








Come See 


VOORHEES 


RUBBER 
CANDY MOLDS 


They simplify operations 
and 


insure greater perfection 





151 East 50th Street 


A few steps East of Lexington Ave. 





“The Mold makes the Difference!" 
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@ Magnus, Mabee & Reynard, Inc., announced re- 
cently a new combination flavor added to the Mag- 
na line. The new water-soluble flavor, called Magna 
But-O-Van, is a blend of butter and vanilla flavors. 
It was perfected by the Research Development De- 
partment of this New York and Chicago Essential 
Oil house. 


@ W. Bartholomew Cocoa Corp., succeeding W. 
Bartholomew & Co., Inc., is announced by Joseph 
R. Sullivan, member of the New York Cocoa Ex- 
change since 1926. The new concern will be sole 
agency for the sale of cocoa beans to the U. S. and 
Canada for the Cooperativa de Cacauicultores Ba- 
hianos, Resp. Ltda., Bahi, Brazili. 


@ The Chicle Price Drop in the U.S. may force 
Mexico to suspend its production of chicle, accord- 
ing to Margarito Ramirez, governor of the Territory 
of Quintana Roo, one of the country’s chief chicle 
producing areas. 

@ Minneapolis-Honeywell Regulator Co., Industrial 
Division, announces publishing of Catalog 8303, 
“Industrial Control Devices” for temperature, flow, 
pressure, liquid level, and humidity. This 64-page 
catalog presents over 100 different models of non- 
indicating electric, electronic, and pneumatic con- 
trollers that have various uses in Industrial applica- 
tions. Copies may be obtained by writing the firm 
at Wayne and Windrim Aves., Philadelphia 44, Pa. 
® William Edward Ransom, 77, president of Mac- 
Andrews & Forbes Co., of New York City, died 
recently. Mr. Ransom was also a director of the 
American-LaFrance Foamite Corp., fire equipment 
manufacturers. 


APPLE PRODUCTS 


the Standard of Quality 


for sixty years 


NUTRL-JEL Powdered 4££© Pectin 


marmalades 


for CONFECTIONERS 


CONCENTRATED APPLE JUICE 


Plants in Apple Regions From the Atlantic to the Pacific 


SPEAS COMPANY, General Offices, Kansas City 1, Missouri 
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Manufacturers of fine candies know that 
quality nuts protect the quality of the 
confections they make. Know that nuts 
make the difference between the candy 
that sells, and the so-so product that 
sits on the shelf. Don't take chances 
with your candy-making. Buy the nuts 
that are worthy of your skill. 








DOMESTIC & IMPORTED SHELLED NUTS 


Almonds Cashews Pecans 
National Enrober and Feed Table Seen in the Showroom. Brazils Filberts Walnuts 


@ The National Equipment Corp. has recently 0 

opened a display at their Chicago showroom located 

at 167 N. May Street. All of the firm’s latest equip- Serving Confectioners for over 50 Years 
ment is arranged on one large floor where it can 

be demonstrated under power. Charles Balin, in 


charge of sales in the Midwest, is on hand to ex- WM. A. CAMP CO., INC. 


plain the progress developments and merits of the 100 Hudson Street, New York 13, N. Y. 
National line. The headquarters of National Equip- Walker 5-6460 

ment Corp. at 153-157 Crosby St., New York also 
has a complete set-up of machinery where it can be 
demonstrated to their customers. 





v4 Cordial Invitation is extended to you to 


join with hundreds of other candy executives, production 


superintendents, and “‘the alert” men in our industry, and 
come to the 67th Annual Convention of the National Con- 
fectioners Association; and the Confectionery Industries Ex- 


position. 


Visitus at Booth 63 





PENICh & FORD ive 


420 LEXINGTON AVENUE ¢ NEW YORK 
.-- CEDAR RAPIVS,/0WA 


for June, 1950 





far HE, 









gst 
GH at eM 





NOY apt 


il BAR MAKERS 
USE THE MODEL DF-1 


When it comes to dependable, day-in and day-out performance, the DF-1 O 
wrapper is way out front. . .. That’s been proved in plant after plant. ae 
With a speed of up to 140 bars per minute, this machine is a real cost-cutter. tes 
And its straight-line design enables it to fit in perfectly with the production in w 
layout of a bar-making plant. M 
Pack 
WRAPS THAT MAKE SALES talks 
The wrap the DF-1 produces is neatly squared—boxlike—no matter how irreg- 
ular the bars may be. 

You can use any type of wrapping material, including THERMOPLASTIC Re 
spot-coated material. 

The DF-1 can be equipped with an automatic bar feed which enables the like 
attendant to operate the machine at top speed, and with a roll-type card feed — 
that saves on card material because it uses a lighter stock, scored automatically ' 
to give it the rigidity of a heavier board. 








Write or phone our nearest office for all the facts 
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See us at the ; 
CONFECTIONERY SHOW | tha 


Grand Central Palace, New York 
Booths 80-81, June 5-9 / 


PACKAGE 


MACHINERY COMPANY 


SPRINGFIELD , MASSACHUSETTS 


One of a large battery of DF-1 machines serving 
the D. L. Clark Company. 
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Chicago Packaging Talks 





Emphasize Retail Appeal 


oo particular interest to the confectionery trade at 
the recent National Packaging Exposition, held at 
the Navy Pier in Chicago, was the talk given by Egmont 
Arens, president of the Society of Industrial designers, 
in which he paid particular attention to the food field. 


Mr. Arens, speaking on a panel entitled “Increasing 
Package Effectiveness at the Retail Level,” opened his 
talks with the statement, “The real smart boys are taking 
a look at their packaging because that is advertising at 
the point of sale in a market which is moving more and 
more to self service selling.” 

Using this as a premise, Mr. Arens pointed to the great 
technological advances made in color production during 
the past years which have produced attractive and life- 
like reproductions having nearly the taste appeal of the 
product itself. 

“The texture of textiles is reproduced so faithfully 
that you can almost feel it,” said Mr. Arens. 


The great improvement in label printing was also 
brought out in the talk. It was told that the label printers 
have so improved their techniques that a 200 line screen 
can be printed directly on to boxes. 

“In other words,” said Mr. Arens, “the suppliers in 
the packaging field now stand ready to put into your 
hands one of the most powerful selling tools that has 
ever been available in retail merchandizing. These mouth- 
watering reproductions of foods that you see on the cans 
and boxes in the super markets are undoubtedly getting 
the business.” 

Mr. Arens pointed out that many pictures should be 
used on the package so that they might be seen from 
all points of view of the merchandise. 

The speaker then spoke of the use of the package in 
advertising the product in periodicals. Mr. Arens said 
that such use was because of the self-servicing angle and 
also because “they have been keyed for their impact on 
the advertising page.” 

As a side remark, Mr. Arens said that advertisers of 
packaged goods should pay more and more attention to 
the possibilities of display on television with color in that 
medium just around the corner. The consideration in 
packaging should also be—is your package “telegenic.” 


Contents Stressed 


But with all this emphasis on packaging, Mr. Arens 
thinks that much attention should be payed to what is in- 
side the package, and such should be put across to the con- 
sumer if sales volume is required. “This,” says Mr. Arens, 
“is called Informative labelling, and it has been found 
profitable to tell the complete truth.” 
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It is in this latter point that the speaker said that there 
is a good opening for a copy reader who can put spark 
into informative labelling. much of which has been dull 
and uninspiring. As Mr. Arens said, “Tell the story of 
what is in your package in such language that people can 
hardly wait to open it.” 


Adding somewhat to the Aren’s talk was that of John 
J. Clarey, Jr., assistant vice president of Bristol Meyer, 
speaking on the panel entitled, “Evaluating the Relative 
Cost of Packaging Materials and Methods.” 


Stressing what he called the “Subjective Approach,” 
Mr. Clarey gave these points in considering packaging: 
the evaluation of packaging materials and methods from 
the standpoint of those who use—our consumers; those 
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LOLLIPOP STICKS OF CELLOPHANE trim are being offered by 

Cell-O-Core Co., of Chicago. Embodying candy stripe effects, they 

are made by twisting numerous plies of cellophane, then heat 
sealing. straightening, trimming. 
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EEKIN Lithographed Cans...in all 

sorts of designs, round, square 
and oblong, offer unlimited oppor- 
tunities for the smart merchandising 
of confectionery items...a_ chal- 
lenge to Heekin to produce a con- 
tainer in which your product gains 


increased sales. May we talk it over? 


A Gift Box that every 
woman appreciates... 
Gives Sales Appeal to 
Your Products. 


HEEKIN GANS 


for 
CANDY and CONFECTIONS 


THE HEEKIN CAN CO. 
CINCINNATI 2, OHIO 
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who sell—our trade; and those who benefit—our stock- 
holders and employees. 


Consumer Considerations 


Analyzing consumer expectations, Mr. Clarey sub- 
mitted five points. 
(1) The package should protect the product. 
(2) The package should be attractive at the time 
of purchase and while in use. 
(3) The package should be as functional as prac- 
ticable. 
(4) The package should not be inconvenient to 
open or use. 
(5) The retail price of the product, including 
package, must represent value. 
The speaker recalled the time when the package, rather 
than protecting the product, actually aided in its deterio- 


DISNEYLAND PAIL O*’ 
POPS is the newest pack- 
aging specialty of the Ov. 
erland Candy Co. A sand 
pail with a shovel is 
packed with ten cello- 
phane wrapped pops with 
twisted paper safety sticks, 


ration. But the advances of the science of packaging 
have ironed out most of these kinks. Tests on all the 
integral parts of a package are now conducted before 
it is used. 

Speaking on the second of his five points, Clarey re- 
emphasized the idea that the package should be attractive 
even while in use. He analogized this point by saying 
that research had found women do not like tube cos- 
metics because of the tube’s unsightliness when rolled 
up and crumpled. 

in other lines, this could mean that the nature of the 
product might be to stain the package with oil or grease 
rendering it unsightly when in the hands of the con- 
sumer. 

Under the heading of “functional,” Clarey re-em- 
phasized the term “practicable” since the most functional 
package possible might involve excessive expense. How- 
ever, as in the case of plastics, the decrease in freight 
costs and the increase in customer appeal might render 
the change to plastics feasible. 

Under point four, Clarey spoke of the convenience in 
use as being convenient to open and close. He claims 
that consumer antagonism can be bred by a package that 
is difficult to open. He pointed out thai this has given 
rise to rip-tape on cigarettes. 

In the final point, Mr. Clarey said that packaging should 
not represent much increase in cost to the consumer if the 
product within the package is unchanged. 

In considering those who sell the product, Mr. Clarey 
said that the interest of the wholesaler in packaging is in 
to what extent it serves his convenience, method of selling. 
and discount structure. These factors should be taken into 
consideration when a packaging program is being con- 
sidered. 

The final consideration, that of the stockholders and 
employees is that increased efficiency and appeal in pack- 
aging lends to higher sales, and thus higher rewards for 
them. 


Transportation Factor 


Packaging as concerns transportation by trucks was 
discussed by William L. Yingling, National Classification 
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Styron Rigid Containers: ideal for preserving the 
appetizing freshness of your candy, these sales- 
eppealing containers ere available in stock molds 
or can be custom designed to meet your specific 
packaging needs. 


Saran Film: Sparkling trensporency plus « very low 
moisture and gas transmission rate make saran film 
an ideal packaging material for hard candy. Comes 
in bags, rolls or printed form from converters. 


When you package your candy in 
Styron ri containers or 

saran film, you have ibe additional sales- 
age ay services of a silent salesman. 
the “showcase” transparency of 
these outstanding Dow packaging ma- 
terials reveals all the tempting goodness 
of your candy . . . while protecting its 
flavor during shipping and handling. 
Low cost Styron (Dow polystyrene) 
tigid containers offer your customers not 
only greater sight appeal and better 
protection for soft candy over conven- 
tional packaging materials . . . but also 


SPARKLING 





Sang, 
are silent salesmen 
for your candy! 










that bonus value of RE-USE! The 
extremely low moisture transmission rate 
of. saran film keeps hard candy free of 
stickiness resulting from warm, humid 
conditions. Put this great packaging 


team to work on your side . . . for you 
receive greater profits through better 
packaging. Write Dow today for com- 
plete information on these outstanding 
packaging materials. 


Plastics Division, Dept. SRC-25. « THE DOW CHEMICAL COMPANY e« MIDLAND, MICHIGAN 


Wew York © Boston © Philadelphia « Washington + Atlanta © Cleveland © Detreit + Chicage © St. Lewis « Houston © San Francisce © Les Angeles + Seattle « Dew Chemical of Canada, Limited, Terente, Canada 


for June, 1950 


The Dow Chemical 
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Company 


Plastics Division, Dept. SRC-25 


Midland, Michigan 


Please send me detailed information about: 


OC Styron Rigid Containers 











C Seran Film 

Name Title. 
Co 

Street 

City. State 
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The 
HOLM Zagat Siler 
gives continuous, trouble-free automatic weighing and filling, 
even on difficult products. Candies, whole or shelled nuts, 
macaroni and noodle specialties, hardware items like rivets, 
nuts, screws, etc.—in fact, practically any semi-free and 


many non-free-flowing materials can be handled fast, efficiently 
and accurately with the HOLM. 


This sturdy machine may be fed either by an independent supply 
hopper, or by conveying direct from ovens, inspection tables, 
etc. No small openings or obstructing parts to jam up—weighing 
accuracy and filling speed are not interfered with. Just turn on 
the HOLM and it sets a steady pace for production! 


For a low-cost solution to your difficult filling problem, send 
for full details on the HOLM at once! 


— SENG 
ioe 





Board of the American Trucking Associations, Inc. 

Mr. Yingling attempted to explode the fallacy that 
trucks can carry merchandise much more safely than 
other mode of transit. He said that this view was so 
prevalent that often shippers became careless in their 
packaging for shipment. 

The primary consideration of the trucking industry is 
whether the package will permit others being placed upon 
it. Also, external concern on package is not enough. The 
goods must be well packaged internally if damage is to 
be prevented. 

Labels, too, should be used when packing such as 
“Fragile,” “This Side Up,” etc. . . . Mr. Yingling also 
suggested that shipping cases be free of advertising. 
He said that there might be an appeal to those handling 
the package which may lend to pilferage rather than 
purchase. 

The matter of export in shipping was handled by Frank 
W. Green, Industrial Packaging Consultant. 


Problem of Broaching 


Much of Mr. Green’s material was the same as that 
for trucks, but he did bring out the point that a weakly 
sealed package undues the high strength test of the pack- 
age itself. It invites broaching by those handling the 
package. 

He also suggested that many packages are either 
broken or weakened by truck handling at the pier. He 
recommended that the shipper hire responsible truckers 
for handling their cargoes. 

A point of interest brought out by A. R. Farmer, ad- 
vertizing manager of Mercury mills, Ltd., was the use of 
visible wrappings in packaging. The use of visible pack- 
aging gives the desired protection to the product while 
permitting the consumer to observe the product con- 
tained within. 

This, according to Mr. Farmer, is a strong selling point. 












ILLUSTRATED mS | 
FOLDER ON : | 


MACHINES ee renee . Sheeting-Glui . foo © aetine 
~~ or Carton Fillin Bag ‘Seal ling { Automatic ‘or F pe Oe eh me 
. Heat Sealing ( (Hot | Plates & Hand Irons) . . Sandwic Making 





CLINTON. ‘STREET 31-31 48th AVE 
. LONG ISEAND-CITY 1, N.Y. 








For Better Packaging! 


PARTITIONS 


That Give Perfect Protection 
LAYER BOARDS 


BOATS 23524 NECKS 


CHOCOLATE DIVIDERS 


Reasonable Prices Prompt Deliveries 
Assured Guaranteed 
immediate Attention Given to Requests for Estimates 





19-21 HEYWARD STREET 
BROOKLYN 11, N. Y. 
Telephone: TRiangle 5-4033 
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i i) “GOOD PACKAGE DESIGN 
“A good ‘Wel & | ) am starts from the INSIDE OUT” 


. a 4 ¢ha - Says 
package \ FRANK GIANNINOTO 


P R 0 T E C T S BY o : : < (Nationally known for his 


outstanding package designs) 
and SELLS” 


Says 
JIM NASH 
(Creator of the famous ‘‘ Flying Red Horse’’) 


Proper 


“A first look can sell packaging 


a product but the ; | ‘ protects 
FIRST TASTE MAY KILL IT "7 PROFITS 


Says DR. L. V. BURTON ’ 
(Noted technical authority 5 as well as 


on foods and Executive Director - 
The men who create sales-winning of the Packaging Institute) P RODUCTS 


packages know that product protection Rend ‘iia 
must be built into the package first. “The NEW PRODUCT (Internationally known 
Eye-appeal makes impulse sales, but and its PACKAGE packaging engineer) 
repeat 7 a _ whether must be developed ee 
our product pleases the consumer. 
she vinabi ptt TOGETHER” sey: 
Check the sales leaders in field after DR. LUCIUS W. ELDER 


field and you will find well-designed (Director, Products Eval- 
uation Laboratory, General 


packages... and over and over again, paar secine ned 


you will find a Riegel paper inside 

for product protection. Many other 

Riegel papers are designed for 

flexible packages, for laminates, for at. 

outer wraps and for almost every wee “Good packaging starts with 

requirement in protective packaging. 4 ENGINEERING” say. 

Tell us your needs, and we believe C. A. SOUTHWICK, Jr. 

we can offer v0 that will d 7 (Packaging Engineer and Technical 
Pe ee Editor of ‘‘Modern Packaging”’) 

your job... efficiently and economically. 


RIEGEL PAPER CORPORATION 


342 Madison Avenue, New York 17, N. Y. . » . ‘ PROTECTION is the CORNERSTONE 
, of Packaging” 


Says CHARLES L. BARR 
(President, Packaging Institute) 


“A GOOD Package Design is MORE than art-work” 


\" # Says EGMONT ARENS 
A / (One of America’s top-flight package designers) 


oof Ti Fedteiiieails Papers for 
Protective Packaging 
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You didn't learn 
this in school! 
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An inexpensive carton and moisture barrier liner plus a package 
of Desiccite #25° give equal and often superior protection 
against moisture at half the cost. 


AS Fag of Desiccite #25 is a package of dryness, to be 
placed in any good container to prevent moisture damage to 
your product. By air conditioning the container, your product 
is controlled in moisture content from factory to ultimate con- 
sumer. 

Desiccite #25 is a highly efficient, low-cost drying agent 
available in a range of package sizes designed to be included 
in your shipping containers and/or your individual packages. 
Desiccite has proved its value in many fields from food to metal 
parts. Filtrol distributors will gladly consult with you on your 
packaging problems. 


DRY PACK WITH 


DESICCITE 


“22 


WRITE YOUR NEAREST DESICCITE DISTRIBUTOR 


L. H. Butcher Co., Los Angeles, San Francisco, Portland, 
Seattle, and Salt Lake City; Eaton Chemical & Dyestuff Co., 
1490 Franklin Street, Detroit; Thompson-Hayward Chemical 
Co., Main Office in Kansas City, Mo.; and branch offices 
throughout principal cities in central and southwest states. 


FILTROL CORPORATION 
General Offices: 727 W. 7th St., Los Angeles 17, California 
Plants: Vernon, California; Jackson, Mississippi 
*T.M. Reg. U.S. Pat. Off. 
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In a more technical line but of interest to users of 
packages, was the talk by L. M. Burgess, field Engineer 
of the H. P. Smith Paper Co., concerning the use of 
polyethylene as a paper coating. 

He listed and discussed many of the qualities of the 
chemical which would be of direct interest to the food 
manufacturer and packager. 


Polyethylene Evaluated 


Firstly, polyethylene is both water and watervapor 
resistant and will resist liquid water almost indefinitely. 

Secondly, the chemical, when used as a paper coat, is 
odorless, tasteless, and non-toxic. 

A third point in favor of the chemical is that, unlike 
other plastics, it is flexible and needs no plasticizer to 
soften it. 

Although polyethylene is not too resistant to gases 
such as carbon dioxide and oxygen, Mr. Burgess says that 
this may be gotten around by coating a backing sheet 
which -is partially resistant to these gases. 

Yet another of the good qualities of the chemical is 
that paper coated with it shows no rupture on creasing 
and wrinkling. 

The controlling of polyethylene coating is easy and 
minimum coatings can be used where compatible with the 
use requirement. 

Since polyethylene resists oxidation there is no heat 
embrittlement, loss of heat sealing characteristics, or dis- 
coloration over long periods of time. 

These and many other characteristics were given in 
favor of the polyethylene paper coat. 

There were many other talks on equally interesting 
subjects given at the National Packaging Exposition. 
Raymond G. Newberg, Chemical Division of the Standard 
Oil Development Co., gave some interesting points on 
polyethylene. H. J. Bergren spoke on packaging prob- 
lems found in the cheese industry. And F. G. Moloney, 
Manufacturing Policy Division of General Electric, 
spoke of the problems encountered in packaging in his 
company. 

The exposition closed at 3 p.m. Thursday, April 27. 


® Scribbans-Kemp (U.S.A.), Ltd., subsidiary of 
Scribbans-Kemp, Ltd., London, makers of cakes, 
biscuits, and confections, recently appointed George 
F. Hartwig vice-president and general manager. Mr. 
Hartwig was formerly with Beech-Nut Packing Co. 


@ James A. Armstrong, developer of a process for 
separating walnuts from their shells, died recently. 
Mr. Armstrong was 64. 


@ American Chicle Co. will likely improve its earn- 
ings this year over 1949, Thomas H. Blodgett, presi- 
dent and chairman, told the annual stockholders’ 
meeting. He said the first quarter gross sales will 
be about the same as in 1949, 


@ Mars, Inc., spending $1,541,411 for radio adver- 
tising and $37,350 for television advertising in 1949, 
ranked 72nd among the nation’s top 100 advertisers, 
a recent study by Advertising Age indicates. Total 
advertising expenditures for the firm were $l,- 


578,761. 


@ A. Q. Petersen, president of Wesson Oil and 
Snowdrift Company, Inc., of New Orleans, and 
Harold D. Wright. chairman of the board of Re- 
public Coal and Coke Company, Chicago, were 
elected to the board of directors of A. E. Staley 
Manufacturing Company, corn and soybean pro- 
| cessors, at the annual stockholders meeting May 9. 
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HOW and WHY 
CANDY MERCHANDISING 
SELLS CANDY 


Industry Reaches 9,353 volume-selected buyers of candy (by CCA audit)—- 

Coverage more than 3,000 more than the next three top candy magazines and 
newspapers combined. Published every other month, February 
through December, in six helpful “market-timed” issues. 


Directory For 17 years, the December issue has been the only directory 

Services of commercial candy manufacturers published in the U. S. 
Listings include over 830 key firms in over 60 classifications of 
candy products. Advertisers’ trade names are shown in a special 
department. 


Buying Power More than 1,000 written statements received from volume candy 
Readership buying firms show the intensive readership and pulling power 
. show how candy manufacturers’ advertising messages are 
read and acted upon . . . show these volume buyers want 
candy buying information. 


Editorial Timely, exclusive “how to boost candy sales” feature arti- 

Excellence cles, studied analyses of candy selling techniques and trends 
keynote the year-round editorial policy . . . the industry’s only 
editorial presentation for volume buyers exclusively. 


canpv FOR MORE DATA: Additional informa- 
MERCHANDISING tion on how to reach the 9,353 volume- 
selected candy buyer readers of CANDY 
. 


MERCHANDISING will, upon request, be 
promptly sent you. Write, wire or 


the “CM” office today. 


An Allured Publication 


CANDY MERCHANDISING 


Chicago: 9 S. Clinton St.—Franklin 2-6369 
New York: 303 W. 42nd St.—Circle 6-6456 
Los Angeles: 412 W. Sixth St.—Tucker 4370 
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personnel, 
quality 
at Macy's 





CANDY STICK LIGHT fixtures is one of the many sales-appealing features of 
Macy's Kansas City 85-foot candy bar. Fluorescent-lighted show cases are fitted 


with stainless steel fixtures, glass shelves and a glass sliding panel at the back. 
The Candy Department has a top location on the first floor of the new store. 


KANSAS CITY STORE SHOWS RESULTS 
WITH EYE-CATCHING GIRLS, DISPLAY 


by GRIER LOWRY 


BEAUTIFUL BACKGROUND, top quality merchandise, 
A and enlightened sales personnel make up the sales- 
winning formula utilized at the 85-foot-long Candy Bar 
of Macy’s Kansas City—a super-modern, new department 
store—in gearing for large-volume business. 

Unveiled formally only a few months ago, Macy’s 
Kansas City—formerly John Taylor’s, a downtown land- 
mark of the Missouri City—incorporates the latest inno- 
vations in lighting, design, and decoration. The 7-story- 
plus-basement building was completely modernized and 
enlarged at an outlay of over seven million dollars. 


Streamlined Zip, Color 


Streamlined zip and color have been built into the 
decor of the 85-foot first floor candy layout, a distinctive 
main floor setup strategically located on a major traffic 
artery used by both incoming and outgoing traffic. 

Directly back of the candy sales area is a “down” 
escalator. The glass backdrop provides escalator traffic 
with a view of merchandise displayed on glass shelving at 
the back of the layout. 

The natural dark walnut fixtures, unusually handsome 
and serviceable, were scientifically designed by the archi- 
tects. Two of the four spacious showcases, are refriger- 
ated and equipped with “Thermopane”, double-thick- 
ness glass, to improve the insulation. 

Temperature in the two refrigerated showcases, utilized 
for perishable items, stays at 64 degrees. This is re- 
garded by the candy department as the proper tempera- 
ture for keeping merchandise in top condition. A heavy 
blower distributes cool air through the cases. 


Candy-Stick Lights 


Liveliness has been painted into the setting with 
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powder blue background, beige pillars, and red and white 
metal covers for the battery of specially-designed over- 
head spotlights. The 36-inch long, candy-stick light fix- 
tures, aid in identifying special display areas. 

At both ends of the layout, and sandwiched between 
showcases, are five, 40-inch, “Formica”-topped counters. 
These low counters are utilized for arranging small, in- 
dividual displays of candy “specials,” and by the per- 
sonnel in packaging merchandise and conducting trans- 
actions with customers. 


Showcase Lighting 


Showcases are lighted with slim line fluorescent tub- 
ing, which runs across the top of the cases, except in 
the bulk candy showcase, which is lighted with fixtures 
at both the top and lower sections of the case. All light- 
ing is conveniently controlled by push-button switches. 
The cases are fitted with stainless steel fixtures, glass 
shelves, and glass-sliding panel at the back. In addition. 
they are backed by a waist-high cabinet fixture, which 
stretches the complete length of the department. Built 
in sections, this fixture contains reachable storage units 
for surplus stock, cash registers, and a built-in stainless 
steel washstand. The top of the washstand folds up neatly 
and blends with the rest of the “Formica”-topped back- 
bar. Small, open cubicles spaced along the top section 
of the cabinet, form handy receptacles for paper cups, 
wrapping paper, ribbon, and other supplies. 

Indicative of the flexibility of the fixtures, the glass 
shelving on the all-glass backbar is fitted with easily 
adjustable, sliding type lock panels, making it possible 
to fix the shelves in virtually any position desired. The 
combined display and storage space provides room for 
an $8,000 stock. 
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..are the spice of life for 


and- 
we also manufacture all types and sizes 
of containers for any purpose — with 
a personal interest in designing an 


attractive package to meet your needs. 


Quality OLIVE CAN COMPANY 


MANUFACTURERS @®© DESIGNERS 
PLAIN @e DECORATED e@ LITHOGRAPHED 


METAL CONTAINERS 
450 N. LEAVITT ST., CHICAGO 12, ILLINOIS 
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For Marimum Protection 
at Lowest Cost 


Use SWEETONE Decopad 





The most widely used candy padding in 
the United States. We maintain a special 
converting department to emboss, cut and 
die cut our paddings to your requirements. 


Write “Today for a new folder con- 


taining actual samples of our complete line 
of Sweetone Paper Products for manufac- 
turing confectioners including: 

Shredded Papers 
Waxed Papers 
Wavee Parchment Layer Boards 


Embossed Papers Die Cut Liners 
Candy Box Paddings 


George H. Sweetnam, Inc. 


282-286 Portland Street, Cambridge, Mass. 


Chocolate Dividers 
Boat & Tray Rolls 





Representatives in Philadelphia, Detroit, 
St. Louis, Chicago, Dallas, New Orleans, 
Los Angeles and Portland, Oregon. 
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Stops Traffic 


Dick Iliff, candy buyer, who has a broad backlog of 
retailing experience, has injected competitive vim into the 
merchandising formula and stopped traffic by es 
a vast assortment of bulk candies in the front case. Five 
topflight branded lines are represented in the highly 
selective, quality stock, which ranges in price from 69 
cents per pound to 5-pound boxes retailing for $10. 

“Although our merchandise runs upward in price to 
the more expensive candies, we are making an all-out 
appeal to the average shopper by concentrating most of 
the stock in the $1 to $1.25 per pound category,” says 
Mr. Iliff. “Utilizing the front case for mass orderly 
displays of bulk items has proved an effective traffic- 
stopper. 


“The department-store-type shopper is a good potential 
buyer of novelty items, and our shelves are well laden 
with candied turkeys, cowboys, and seasonal items such 
as Easter rabbits. 


“It is a widely-known practice of the R. H. Macy & 
Co.,” he adds, “to draw traffic and build volume busi- 
ness by stocking each merchandise classification with a 
wide selection of items in all price groups. We are pur- 
suing that strategy in the candy department. 


Package Deals Builds Volume 


“Our basic stock covers assorted chocolates, mints, 
caramels, hard candies, chocolate-covered nuts. Each 
category includes one of the area’s largest assortments. 
Our canned goods include a coffee-flavored line, hard- 
flavored candies, mints and other fine confections. We 
have achieved signal success with package deals—tying 
four or five boxed and canned items up in one attractive, 
gift-wrapped package. 

“At least one price promotion is staged every week, 
and we undersell everyone else in town on that item. 
Several of our candies are manufactured expressly for 
us. For example, we recently moved 1,200 pounds of 
“Pecan Toddlers,” a confection that is made according to 
our recipe. Our big grosser and sales leader is a dollar 
pound box of candy.” 

With the cooperation of the store’s personnel director, 
Dick Iliff screens candy sales applicants carefully, hand- 
picking them to fit special qualifications set up by him. 
An on-their-toes staff of attractive young salesgirls, quick 
to suggest and sell, has thus been developed. 


Pin-ups as Clerks 


In selecting candy sales personnel, the store chooses 
applicants who are young and comely, have fair skins, 
alert countenances, and slender figures. The average 
shopper, man or woman, prefers to deal with eye-appeal- 
ing salespeople, but there is a special reason for selecting 
attractive young ladies to serve on the staff of Macy’s 
Candy Bar. The candy counter is situated directly across 
from the men’s furnishings department, and seeing young, 
trim-looking lasses in the candy department frequently 
prompts masculine customers to pay the department a 
visit. 

Slender girls are employed also, of course, so that there 
is no suggestion of a relationship between sweets and 
unwanted avoirdupois. Light-complexioned young women 
are preferred because fairness is synonymous with clean- 
liness—an important candy merchandising requisite. 

Adding a lively, decorative note to the costumes in 
which the girls are garbed—white blouses and skirts— 
is red and white striped neckwear which blends nicely 
with the candy-stick light fixtures and the paper used 
in wrapping merchandise. 
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Schuster ’s 
adopts new 
candy line 


W HAT or who are the basic elements in retailing of 
confectionery? The top executives of Schuster’s, a 
chain of department stores in Milwaukee, figured it was 
their salespeople and combined good labor relations with 
sales promotion as they invited everyone connected with 
the confectionery end of their business to a sumptious 
buffet supper early in May. 


The immediate purpose of the buffet was a preliminary 
to introducing a new candy line into the Schuster stores, 
and the employees of the candy departments of their 
three Milwaukee stores, including executives, warehouse 
superintendent, stock boys, advertising people, and all 
other personnel having anything to do with candy, to pre- 
vue the new line. 

The buffet supper was held in the auditorium of one 
of the stores, and the food was supplied by the Schuster 
catering service, famous for its excellent cuisine through- 
out the country. Joseph Feldes, merchandising manager 
food departments, and recently of the candy department 
was in charge of the program. 

Mr. Feldes set the pace for the evening with the 
Schuster slogan for the food department—“Don’t sell any 
merchandise to your customers that you yourself don’t 
think fit to eat. 

He then spoke of the new line of candies that the 
company was introducing to the candy department, of 
which he is in charge. He expressed faith in the new line. 

Mr. Feldes told of a complete co-ordination that has 
been set up between the candy manufacturer and the 
candy buyer Jerry Greenblatt and the heads of the three 
candy departments. 


Nightly Shipments Made 


The new line will be shipped each night in refrigerated 
trucks from Chicago, arriving at the stores in the morn- 
ing. The candies will be stored in the Schuster warehouse. 
The stores have refrigerated store houses and candy cases. 

To continue the evening’s program, Mr. Feldes in- 
troduced Elmer Voight, president of Elmcrest Candies of 
Chicago, Inc. and manufacturer of the new line. 

Mr. Voight told about the different kinds of candies 
and how they would be packed and shipped to the stores. 
He also explained about the raw materials used, and 
their costs in the various types of candies. He spoke of 
other related costs and emphasized the importance of 
stock control and freshness. 

In connection with this, Mr. Voight explained that 
every shipment is dated on the outside of the shipping 
case. 
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Voight Explains Packing 


Then Bob Voight, who is in charge of the manufactur- 
ing of Elmcrest Candies, showed the salesgirls how to 
pack various types of candies together in order to present 
the customer with a box as well packed when she reaches 
home is it was in the store. 

Mr. Bob Voight showed examples of loose packing 
and how it tends to turn away repeat sales. He also 
showed them a fast way of cupping candies. 

For sales promotion, the store is distributing a flyer 
to each employee in the three stores entitling them to buy 
one box of Elmcrest Candies at 59 cents. They believe that 
this will build sales within the store, and most important 
of all, the sales people can tell their customers more about 
the line of candies they are carrying. 

Merchandise, sales, and newspaper advertising, plus the 
flyers have been co-ordinated so that the candy depart- 
ment personnel are well-informed and behind the store 
and manufacturer’s promotion. 

Mrs. Prudence Allured, editor of THe MANUFACTUR- 
ING CONFECTIONER, gave a brief talk on the customer's 
viewpoint in buying candy. 
@ First U. S. International Trade Fair, to be held 
in Chicago August 7-20, has already allocated space 
to confectionery firms in Austria, Sweden, Czecho- 
slovakia, the U. S., and other countries. Among 
those already assigned display area is R. L. Albert 
& Son, Inc., a New York City importer, who will 
display Dunhill’s “Liquorice Allsorts” from Eng- 
land. Another is Charms Sales Co., Asbury Park, 
N. J. Two Vienna, Austria, firms have been allo- 
cated space. These include Victor Schmidt & Sons, 
candies, and E. Hass, peppermint candies. 
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A MACHINE THAT 


ATTACHES LABELS 
and HEAT SEALS 


IN ONE OPERATION 


Label Seal-it is the 
first machine ever 
devised to elimi- 
nate the slow and 
costly hand opera- 
tion of folding 
labels and placing 
over tops of bags before sealing. 


It can be adjusted to secure 

a half-fold on a small tent-style 
label and, if desired, will also fold 
over top of bag before label is attached 
—all in one operation. Amazing production 
savings are now possible with this heavy-duty 
heat sealer with automatic phantom feed that 
speeds production. Label Seal-it can also 
be used interchangeably for ordinary 
heat sealing of bags 
without labels. 


HEAT SEAL-IT CO. 


Lancaster & Parrish, Philadelphia 4, Pa. 











WRAPPING 
MACHINES 








ANDY manufac- 

turers both large 
and small prefer 
IDEAL WRAPPING 
MACHINES because 
they provide the 
economies of fast 
handling along with 
dependable, wuninter- 
rupted operation. In 
use the world over, 
IDEAL Machines are 
building a service record 
that stands unmatched and 
unchallenged! Our unquali- 
fied guarantee is your pro- 
tection. Two models avail- 
able: SENIOR MODEL 
wraps 160 pieces per min- 
ute; the new High Speed 
Special Model wraps 325 
to 425 pieces per minute. 
Investigation will prove 
these machines are adapted 
te your most exacting re- 
quirements. 


Teds Get a AS 


WRITE FOR COMPLETE 
SPECIFICATIONS AND PRICES 


IDEAL WRAPPING MACHINE CO. 


MIDDLETOWN, N. Y U. S. A. 
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W. C. CURTISS of the Shell- 
mar Products Corp., has been 
promoted to assistant sales 
manager of the Shellmar Di- 
vision at Mount Vernon, Ohio. 
Mr. Curtis will operate under 
the supervision of R. L. Lee. 
general sales manager, and 
will be responsible for admin- 
istration of sales department 
procedures. 





@® Premium Advertising Ass’n of America’s exec- 
utive secretary, F. H. Waggoner, states that pre- 
mium sales for 1950 may reach a high of $1,250,- 
000,000 as compared with about $1,000,000,000 spent 
in 1949. The 17th National Premium Buyers Ex- 
position held recently in Chicago, was sponsored by 
the association. 


© A new eight-page folder containing 21 samples 
of greaseproof, waxed, coated, glassine, and foil 
laminated packaging papers has just been issued by 
the Riegel Paper Co. of New York. 


@ American Oil Chemist’s Society announced the 
elections of officers for 1950-51 recently. The 
officers are: president, John R. Mays, Jr., Barrow- 
Agee Laboratories, Inc., Memphis, Tenn.; vice 
president, A. E. Bailey, Girdler Corp., Louisville, 
Ky.; secretary, H. L. Roschen, Swift & Co., Chi- 
cago; treasurer, J. J. Vollertsen, retired from Ar- 
mour & Co., Chicago; members at large—H. C. 
Bennett, Los Angeles Soap Co., W. H. Goss, Pills- 
bury Mills, Inc., Minneapolis, and C. E. Morris, 
Armour & Co. 

Also announced was the Referee Examining 
Board. They are: chairman, A. S. Richardson, 
Proctor & Gamble, Cincinnati; R. W. Bates, Ar- 
mour & Co., Chicago; J. P. Harris, Industrial Chem- 
ical Sales Division, West Virginia Pulp & Paper 
Co., Chicago; R. R. King, Mrs. Tucker’s Foods, 
Inc., Sherman, Texas. Serving ex-officio is Mr. 
Mays, president of the society. 


@ The Glidden Co.: S. C. Cathcart, veteran in- 
dustrial paint salesman in the Cincinnati territory, 
received the senior salesman’s award of $1,000 given 
by the Glidden Co. for outstanding sales achieve- 
ment recently. Also receiving an award for sales 
achievement was Robert W. Wright, district sales- 
manager in New England for the Durkee Famous 
Foods Division of Glidden. He was given a $500 
award for new salesmen. The awards are known 
as the “Greater Glidden” award. 


@ Philip G. Goebel, head of the Goebel Co., Chi- 
cago, passed away recently. Mr. Goebel was in the 
confectionery industry for more than 70 years. He 
started with John Kranz in 1878, went to Bunte 
Brothers in 1882, and went into business as Bugler 
and Goebel Co. in 1902. In 1925, he bought out his 
partner and formed the present Goebel company 
with his two sons, George and Herbert P. His 
manufacture has largely been coconut specialties. 
He is survived by his two sons and a daughter, 
Elsie Goebel. Mr. Goebel was active until the time 
of his death. 
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Helpless Henry continues 
comedy of errors 
aS Old Timers hair, temper thin 


“Hello, Joe, what do you know— 
just got back from a-~ vaudeville 
show,” yelled the gang as the OLD 
TIMER entered the dressing room 
at the end of the day. “Don’t get 
corny,” the OLD TIMER sez, “’cause 
I had enough trouble with corn yes- 
terday,—that’s corn starch, I mean, 
when Henry got me all gummed up 
makin’ gum drops—That’s a joke, 
son, —He sez, as the bunch started 
laughin’, and kiddin’ him about steal- 
ing stuff from the radio programs. 

“How come, OLD TIMER, what 
happened this time?” 

“Well,” he sez, “I'll tell you. We 
was just startin’ to make a couple o° 
batches of orange jellies when the 
Boss sent word for me to come to the 
office and go over some formulas 
for a new package he was gettin’ up.” 

“Before I left,” the OLD TIMER 
sez, ‘Henry, can you get along without 
me?” 

““Sure, sure, says Henry, kinda 
fresh like—who do you think you 
are, my girl friend?!’ 

The OLD TIMER gave him a dirty 
look and was on his way. He no 
sooner reached the office door, they 
tell me, when Henry says: 

“Okay, Bill, let’s get goin.’ You 
measure up the corn syrup, starch 
and water and I'll take care of the 
rest of the stuff. Hey, Bill, this batch 
looks kinda watery; maybe we oughta 
forget what the OLD TIMER said 
and cut out some of the water in the 
next batch. 

““Okay, Henry, you're the boss, 
I'll start the next one goin’ and leave 
out a couple gallons. 

“Hey, Bill, give a look at this first 
batch. It started off so watery, and 
now it’s heavy lookin’ and cloudy. 
Well, Bill, it’s all done cookin’; so 
let’s cast her anyway. Get the flavor 
ready, Bill.” 

“All set, Henry, I mixed it up 
with some corn sugar so it wouldn't 
lay on top of the batch and evapo- 
rate.” 
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“Say, Bill,” sez Henry, “that was 
a darn good idea of Joe’s mixin’, the 
flavor with some corn sugar of 
powdered sugar. Sure mixes 
in the batch good that way and you 
don’t need as much of it, either. It 
doesn’t lay on top of the batch and 
evaporate.” 


“Wow!” yelled Henry as the first 
batch was nearly all cast. “See that 
bucket of sugar on the floor—that’s 
the sugar I weighed up for this first 
batch. Guess I better tell the Old 
Timer.” 

“Old Timer,” said Henry, as he 
came back into the shop, “we forgot 
to put the sugar in the batch we just 
cast. What’s going to happen now?” 

“What's going to happen,” the Old 
Timer said, “is this—the jellies are 
going to be tough ‘cause there’s too 
much starch in em for the amount of 
other material. Too much starch will 
make ’em tough and too much corn 
syrup will make ’em tough because 
when you make ’em out of all corn 
syrup and starch they gotta lay in 
the dry room longer or they sweat. 
Well, we'll use ‘em up in a chea 
mixture. I’m glad there’s Bon | 
water in the batch to take care of 
the starch.” 


Then he took a peep at the other 
batch that’s cooking and it was 
cloudy looking. “What did you do 
to this one, Henry,” he asked, “leave 
out the acid?” 

“Acid’s in, Old Timer,” said Henry. 
“I didn’t do nuthin’ to it. Well, I 
did leave out a couple of gallons of 
water ‘cause the first batch started 
cooking kinda thin.” 

“Sure it started cooking thin, 
‘cause you had enough water in it 
for the corn syrup and starch and for 
the sugar that you didn’t use. Now 
slip a couple of gallons of water in 
the batch and watch it clear up. You 
see, Henry, the reason you need 
about a gallon of water for every 
pound of starch you use in making 


starch jellies is this—the little grains 
of starch must be saturated (that’s 
soaked up, to you) with water and 
then as they cook they expand and 
get clear looking. Then they’re ready 
to make jelly out of the batch. Now, 
if you don’t have enough water to 
allow them to expand fully, or if you 
don’t cook ’em long enough, the 
jellies will sweat after they're packed. 
Then again, I’ve seen jelly that dried 
out in the middle and split open when 
they wasn’t cooked with enough 
water. That happened because the 
starch that wasnt fully expanded 
soaked up some of the moisture out 
of the jellies and dried ‘em up in 
some places as they got older. I 
could make the batch clear up by 
using a little more acid but you've 
got to watch your step or you'll kill 
the starch and make glucose out of it 
and take away it’s jelly strength and 
the jellies won’t stand up when they’re 
taken out of the starch trays. So I 
always try to clear em up by using 
a little more water instead of more 
acid.” 

“What about crystals falling off 
crystallized gum drops, Old Timer?” 

“Sweaty sanded drops can cause 
the crystal to peel off. Then there’s 
something else—you remember when 
we made the first crystallized spice 
drops and you started to take em out 
of the dry room and I made you put 
*em back?” 

“Sure, Old Timer, but I left ‘em 
there as long as | did the sanded 
spiced strings we made, so I couldn’t 
figure out why you wanted them put 
back in the drying room.” 

“Well, Henry, here’s the reason for 
that. When you've cooked ’em and 
dried ‘em right and you're using ’em 
for sanded drops, the air can keep on 
drying them out on the surface but 
when they’re crystallized you have to 
be sure they don’t contain any extra 
moisture. If they do, the moisture 
will gradually come to the surface 
and make the crystal peel off in 
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spots. That’s not the only reason 
they'll peel. Sometimes the grains of 
sanding sugar are too big and the 
hot crystal syrup will get under the 
grains of sugar and loosen some of 
them and then the crystal will peel 
off. Another reason for peeling 
crystal is taking the jellies out of the 
drying room and letting them set 
around too long so that they get a 
hard skin on them. Then, even if 
you're using the right size sanding 
sugar, it won't stick tight to the skin 
on the jelly and after they’re crystal- 
lized some of the crystal will fall off 
if the jellies get bumped around too 
much.” 

“Why do you use a hot crystal 
syrup on gum drops, Old Timer?” 
Henry asked. 

“Figure it out for yourself. You 
know what happens if you pour a 
batch of pure sugar cream on a slab 
that has some old cream on it.” 

“Don’t tell me, Old Timer, I know,” 
said Henry. “The batch would grain 
off when it cools.” 

“That’s right, Henry. And if we 
pour some cold crystal syrup on the 
sugar sanded gum drops the whole 
pan of crystal would turn to sugar 
instead of just some of the sugar 
forming on the surface of the gums. 
When it all turns to sugar we say the 





ae 
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reasons why... 


crystal turned to snow because it 
reminds you of snow.” 


“I'll remember that,” said Henry, 
“but what about the time I spoiled 
the color of a batch of gum drops by 
cooking it too slow. I remember 
you said you used to cook ’em for an 
hour and a half in the old days so I 
thought maybe they'd be better if I 
cooked ’em the old way.” 


“We used to cook ’em that long, 
Henry, before we got the fast boiling 
starches that they make now. Now 
you only have to cook them about a 
half hour and you get light colored 
batches. You do, that is, unless you 
cook a little batch in a big kettle.” 


“Now wait a minute, Old Timer,” 
said Henry, “don’t start razzing me 
about scorching those caramels. You 
told me you could cook little batches 
in big kettles if the batch didn’t have 
milk in it and jelly drops don’t have 
no milk in ’em.” 

“Henry, I told you then and I’m 
telling you again, the milk splashes 
up on the sides of a big kettle and 
scorches if you're cooking a little 
batch. Other things might scorch too 
and starch is one of the things that 
will scorch the same as milk if the 
batch doesn’t come up to the steam 
line on the kettle. Believe me, if that 


scorched starch gets in the batch it 
will sure make it brown looking and 
youll never get nice colors out of 
brown looking batches. Yeah, and 
using dirty cooking starch can do 
it too.” 

“Well I'll certainly remember all 
this, Old Timer,” Henry said. “But 
I’ve got to go now. Gum bye, Old 
Timer.” 


@ The Gopher Candy Club lield 
its annual Friendship Dinner for 
customers and friends at the Rad- 
dson Hotel, Minneapolis, recently. 
Over 500 attended the affair 
making it the largest in several 
years. After the meal, Joe Lat- 
shaw, president, welcomed the 
guests. Then Paul Sandell took 
over as toastmaster and presented 
the entertainment. 


@ Milton W. Griggs, president of 
Griggs Cooper & Co., St. Paul 
announced recently the appoint- 
ment of Campbell-Mithun, Inc., 
Minneapolis, as advertising 
agents for the company. The ap- 
pointment is part of a decision of 
the company to discontinue 
wholesale activities and develop 
its specialized food manufactur- 
ing operations. 
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SUGAR CAN MEAN 
EXTRA PROFIT FOR YOU 





eliminates the cost and drudgery of manual 
handling. 


increases the production capucity of your 
present equipment. 


increases your available floor space. 
completely free from bag lint and dirt. 
charges batches accurately at the turn of a 


And in addition to these advantages, you get the 
24 years of Liquid Sugar “know-how” of the 
one sugar refinery that devotes its attention 
exclusively to the manufacturer. 


Let us help you solve your plant problems. Write 
for your free copy of our fact-filled WORK BOOK: 


: REFINED SYRUPS 


, AND SUGARS, INC. 


DEPT. MC 


YONKERS 1, N. Y. 
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Technical Literature 


The British Confectionery Industry 


R. L. Kenny, Food Manufacture, V ol. 25, No. 2 (1950) 
—(A British publication)—Although it has not been 
possible for the British confectionery industry to throw 
off the shackles of control, reports this article, “it can be 
said that more progress than in recent years has been 
made towards a return to normality. Austerity, however, 
has still remained the keynote because, although there is 
now much greater freedom in the allocation of board 
and packaging materials generally, which permits wider 
use of display materials, the immediate packaging of 
confectionery must remain plain and simple because of 
retail price control.” 


Reported on in the article are: (1) the effect of con- 
trols on supplies, raw materials, fat and sugar com- 
pounds; (2) packaging and presentation; (3) greater 
display possibilities; (4) use of laminated wrappings; 
(5) export position; (6) effects of devaluation; (7) 
world shortage of cocoa; (8) experiments in flavors; (9) 
research progress; (10) metal detection; and (11) 
electronic heating. 


“Perhaps one of the more interesting sidelights of de- 
valuation will be in an increase in exports to countries 
who have followed us in devaluating their currency,” 
says the author, “since a proportion of confectionery 
was being purchased by these countries from the U.S.A., 
and as this market now is virtually closed, enquiries are 


being received in Great Britain for goods which were 
previously supplied by the U.S. 

“On account of the stringent label requirements in 
the U.S.A. and their diflerent code of purity standards, 
the export of foodstuffs will centinue to be a difficult 
problem, although some of the early setbacks which 
were experienced are now no longer encountered because 
of greater knowledge born of experience. 

“The main difficulty, however, has perhaps been ex- 
perienced in the handling of confectionery on the other 
side, since the whole scheme of distribution and retail 
selling is so vastly different from our own, and it is 
difficult to visualize the part played by the middle man, 
who becomes such an important factor in the distribution 
of chocolate and sugar confectionery. 

“That even greater success has not been achieved in 
this market is certainly not due to lack of effort or en- 
thusiasm on the part of the British manufacturer, but it 
could perhaps be attributed to lack of appreciation or 
coordination of the methods of distribution and products 
on arrival on the other side.” 


French Bonbons, Caramels 


La Revue de la Confiserie, Chocolaterie, Confiturerie, 
Biscuiterie, March, 1950—(A French publication) —- 
Formulas and procedures for French bonbons and cara- 
mels are given in this study, which is written in French. 
Various formulas on American types of chocolate creams, 
hand rolls, fruit centers, and fondants are also given. 


Determination of Moisture Content of Hard Candy 


Wilhelm Andersson and Aljreds Apenitis, International 
Chocolate Review, Vol. 5, No. 1 (1950)—(Swiss pub- 


lication) — This interesting article discusses the difficult 




















Inside view 50” Snow Flake Cream Beater, with baffles, open top and water jacket. 


The Snow Flake Cream Beater is a 


The Beaters running between diagonal baffle 
plates assimilate all ingredients, aerating and 
whitening the Fondant. 


Years of experience have proved and verified 
our claim that the Snow Flake Cream Beater is 
engineered to handle fondant with corn syrup 
better and faster, with the desired result at its 
maximum. 


Make your next installation a Peerless Syrup 
Cooler and Snow Flake Cream Beater. 
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“When your for- 
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corn syrup! 


For smooth, white 
fondant that is uni- 
formly tender 


s Bhacss 
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Visit us at Booths 55 & 62 N.C.A. 
Convention, June 5-9 Confectionery 
Industries Show, Grand Central Pal- 


ace, New York. 














JOHN WERNER & SONS, INC. 


713-729 Lake Avenue 


Rochester 13, N. Y. 
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task of analyzing candy as to the moisture content, which 
is of great importance for the quality of hard candy. 


The common method for the determination of moisture 
content is drying, the article states. Drying can be done 
either in an ordinary oven at 100-105° C. or in a vacuum 
drying oven at a lower temperature, 70° C., the intention 
being to remove water from the sample. It is then ex- 
plained how to prepare the sample for this drying oper- 
ation, and what the authors have done to avoid various 
difficulties usually confronted in this method. 


Business Ideas Handbook 


A handbook compiled by a staff of technical ex- 
perts, 666 pages, illustrated, index, 1949, $7.50. 


Crammed with ideas—985 of them, in fact—this 
20-chapter handbook offers management practical, time- 
and money-saving ideas for streamlining the operat- 
ing efficiency. Prepared by a staff of technical experts, 
who visited all sizes and types of enterprise the country 
over, to cull these 985 working ideas, this handbook 
offers a guide to boosting sales successfully while re- 
ducing overhead expense. 


Showing the wide scope of the book, office manage- 
ment ideas are discussed in Part I, accounting ideas 
in Part II, advertising ideas in Part III, sales manage- 
ment ideas in Part IV, credit and collection ideas in 
Part V, and purchasing ideas in Part VI. Case ex- 
amples are presented together with sources of equip- 
ment and materials in many cases. 


As the publishers of the book state: “The Busi- 





Next Month, The MANUFACTURING CONFEC- 
TIONER brings its subscribers the story behind the 
modernization of Mars, Inc. of Chicago. Of partic- 
ular interest will be the Carrier refrigeration in- 
stallations. 











ness Handbook is unlike any other business book. It 
does not deal with generalities, principles, theories, 
or business truisms. It is exclusively a book of tested 
business ideas that have proved profitable to some 
business organizations.” 


Yields in Cacao Experiments 


International Chocolate Review, Vol. 5, No. 3 (1950) 
—(Swiss publication)—This article is a report of ex- 
periments between 1930 and 1948 in Trinidad in de- 
termining “the range of variation of certain characters 
of the cacao tree and of setting criteria for the selection 
of good types,” as well as ascertaining good propagating 
material. As a result of the successfully developed Pyke 
method of vegetative propagation in cacao and the de- 
velopment of a successful technique for the rooting of 
soft wood cuttings, nurseries of 100 selections were es- 
tablished at the Imperial College of Tropical Agriculture 
at St. Augustine, Trinidad. A summary of the findings of 
statistical trials of the hundred clones by the college sub- 
sequently at the River Estate government cacao planta- 
tion is reported in this article. 








The chocolate coating on your product is the 
first thing consumers notice. It establishes the 
“first impression”. With Bachman Chocolate 
coatings you can be assured that your 
products’ first impressions will be unsurpassed. 


If you have a coating or chocolate problem, 
you are invited to consult us. Our experience 
of almost 50 years in selecting, blending and 
refining fine chocolate is available to you 
without obligation. Just wire, write or phone. 


BACHMAN «.- CHOCOLATE 


BACHMAN CHOCOLATE MANUFACTURING COMPANY + MOUNT JOY + PENNSYLVANIA 





page 98 


THE MANUFACTURING CONFECTIONER 





e Tt 
page 
coate 
folde 
pape! 


2. 2 
that 
ment 
a col 
that 
and 
girl ¢ 


@ T! 
chair 
coug 
cent: 
Schu 
item 
less 


ev 
Elve 
the | 
resig 
Grac 
Coce 


eR 
relez 
Boo 
spec 
ficat 
Stan 
Unit 





for 





@ The Riegel Paper Co. has just issued a new eight 
page folder of 21 glassine, greaseproof, waxed, 
coated, and foil-laminated packaging papers. The 
folder is designed to give executives samples of 
paper from which to use in their companies. 


@ J. W. Greer Co. has just released information 
that their new Chocolate Coater has been supple- 
mented by matching units to permit operation of 
a complete production line. The company states 
that the coater can be fed with unseeded chocolate 
and hold its temper. They further claim that any 
girl can learn to operate it in less than two weeks. 


@ The D. A. Schulte Co. announced recently that its 
chain stores will no longer sell five-cent candy bars, 
cough drops, and chewing gum at three-for-twelve- 
cents. It was announced that the 175 stores in the 
Schulte chain will charge a nickel for each of these 
items and plans to stop selling ten cent candy for 
less than ten cents. 


@ W. R. Grace & Co., announces that Joseph T. 
Elvove, assistant director of the Sugar Branch of 
the United States Department of Agriculture, has 
resigned his post to become associated with W. R. 
Grace & Co. He will be in charge of the company’s 
Cocoa and Sugar Departments. 


® RLM Standards Institute of Chicago has just 
released a revised edition of the RLM Specifications 
Booklet containing four officially-approved new 
specifications and revisions of existing RLM speci- 
fications. The 44 page booklet is entitled “RLM 
Standard Specifications for Industrial Lighting 
Units.” 


@ The Planters Nut & Peanut Co. recently an- 
nounced the adding of Planters French-Fried Salted 
Almonds to their list of products. The almonds will 
be packed in a cellophane bag retailing at five cents. 


@ William F. Fischer of Magnus, Mabee, & Rey- 
nard reported that vanilla is the top flavor for 
American consumers. Mr. Fischer gave vanilla the 
top spot at the annual 4lst convention of Flavor- 
ing Extract Manufacturers’ Association, Hotel 
Traymore, Atlantic City early in May. Present at 
the convention were virtually all of the country’s 
leading flavor producers in the confectionery field. 

In ranking the other flavors, Mr. Fischer put 
lemon second, followed by orange, maple, and wal- 
nut. Then comes strawberry, raspberry, cherry, 
banana, and butterscotch. Chocolate was not in- 
cluded since the association is not concerned with 
it, and because it uses vanilla in much of its manu- 
facture. 


@ American Can Co. announced the promotion of 
1). B. Craver as sales manager for the central di- 
vision of the company. Mr. Craver succeeds Mr. 
Cortilet who was elected vice president in charge 
of the division in April. 


@ Sterwin Chemicals, Inc., has expanded facilities 
in four regional offices to handle banking and ac- 
counting, effective May 1, according to P. Val Kolb, 
president. 


@ The Central Pennsylvania Candy Salesmen’s 
Club recently elected John L. Bohan as president, 
Jack A. Bendon as vice president, and Jack Haaz as 
secretary-treasurer. 


Sure, you have 


CANDY PROBLEMS! 
Better see the color slides showing how our 


Research Service and Sales 
can help you solve them 


Confectioners’ Exposition Booth 89 
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(Continued from page 70) 


Marzipan and French Chocolate 


Would you please send me two 
good formulas, one for french choco- 
lates and one for marzipan? I would 
appreciate it very much. 

—New Jersey 


REPLY: Our technical director 
suggests the following: 


MARZIPAN FORMULA 


Put 5 lbs. blanched almonds 
through the finest plate in a food 
chopper. Add 10 lbs. powdered sugar 
and melt the mixture. Then add stiff- 
ly beaten yolks of 20 eggs and cook 
until thick enough to spread. Turn 
out on a marble slab. Mix in a little 
almond flavor with a spatula or pal- 
lette knife. To the almond paste add 
an equal amount of powdered sugar 
and work into a roll. Tint to get the 
desired colors and form into shapes 
desired. This formula may also be 
used for centers if desired. 


FRENCH CHOCOLATE 


Place in mixing kettle 

18 lbs. melted medium dark choco- 
late. Add 

\ gal. warm 20 per cent cream 

2 drams bitter almond flavor 

Mix until smooth and pour into pans. 
When cool enough to handle, roll 
into sticks about 8 to 10 inches 
long. When hard, cut to desired 
length and dip in good grade coat- 
ing. 

REMARKS: This formula is used 
mainly for miniature chocolate as- 
sortment. 

NOTE: If paste becomes too stiff to 
handle with ease, beat with paddle 


or rolling pin until soft enough to 


handle. 





Seepage Problem with 
Hand Rolled Creams 


Perhaps you can assist me in re- 
gards to my problem with hand 
rolled creams. I find that usually, 
regardless of the amount of choco- 
late I use, they seep through and ad. 
the creams lie for a certain period 
here to the dipping paper upon which 
of time on our shelves. 

—New Jersey 


REPLY: You do not provide much 
information to aid in solving your 
difficulty in regard to seepage oc- 
curing in your chocolate coated hand 
rolled creams. But perhaps the follow- 
ing suggestion may be valuable. 

Evidently you are using too much 
invert sugar for the amount of egg 
albumen or gelatin. You might try: 

80 lbs. granulated sugar 

1 tsp. cream of tartar 

12 lbs. corn syrup 

Cook to 241 F., pour on beater 

to cool. 

Add flavor, 6 oz. salt and 1 oz. 
“Convertit”. Beat to degree desired 
and pour into container. When cool, 
handrolls may be formed and choc- 
olate dipped. 

The same formula may be used 
for a butter cream by adding 8 lbs. of 
butter with the flavor, salt and “Con- 
vertit”. 

The above formula will not leak 
when chocolate coated and a thin 
coating may be used, if desired. 


Caramel, Pecan, Chocolate Candy 


Will you please send formula and 
directions for manufacturing a car- 
amel and pecan chocolate-coated 
piece. 

—Indiana 


REPLY: To make this type of 
candy you may cook a good cara- 
mel to the soft or medium ball, fun- 
nel this on to pecans which about 
half or one-quarter fill a clean starch 
tray, funneling the size desired, 
either half dollars or dollars for 





Use M.C. Classified Adver- 
tising or Sell or Buy Used 
Equipment. 











size. Then before the caramel sets. 
mold with the fingers into design 
wanted. Let stand to set firmly. Coat 
with dark or other chocolate as de- 
sired, covering one side only, no 
bottom. 

You probably have a high quality 
caramel which would be very suit- 
able for this product. Preferably, an 
expensive cream caramel is advised 
by the retailers we know. These men 
prefer not to use condensed milk 
in this caramel. 

You may wish to try the follow- 
ing caramel as a suggestion: 

9 lbs. corn syrup 

4 lbs. sugar 

12 oz. coconut butter 96° 

1 qt. 20 per cent fresh cream 

Cook to the soft ball stage 

¥% to 1 lb. evaporated milk 

1 to 1% lbs. milk solids paste 

Cook to soft or medium ball. 

Salt and flavor as desired. 

This type of product may be de- 
posited by machine, though not 
every depositor will perform in a 
satisfactory manner. The pieces 
formed either by the depositor or by 
hand, may be coated by hand or by 
an enrober, without the bottomer. 

As this item is generally sold for 
a premium, and though some re- 
tailers may have reduced the quality 
by using cheaper ingredients, we 
understand that the sales of the 
higher quality merchandise are hold- 
ing their own. This means to also 
use a high quality of chocolate. 

the best of the candies of this 
type which we have tasted have a 
good, though mild vanilla flavored 
caramel. Possibly a touch of butter 
would add an improved note, but 
this would have to be discreet. 
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HYFAT 


(HYDENSITY SWEETENED CREAM) 
Made from fresh cream, and sold from Coast to Coast to the most representative and 


exclusive retail confectioners. 


HYFAT is receiving continuous recognition, appreciation and acceptance from these man- 
ufacturers, because they appreciate the real butterfat richness, fresh flavor and uniform- 


BASIC INDUSTRIES, INC. 


919 N. MICHIGAN AVE. 


CHICAGO 11, ILLINOIS 
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Coconut Confectionery 


Please send me Mr. Richmonds 
book CANDY PRODUCTION METHODS 
AND FORMULAS. Can you send me a 
formula for making coconut kisses 
with milk, macaroon or medium 
macaroon coconut, to reatain mois- 
ture and not to dry? Can you tell 
how the toasted coconut macaroons, 
macaroon cakes, or crouqueties re- 
tain moisture after they are toasted 
under a gas flame? Any information 
will be appreciated. 

—Michigan 

REPLY: Much information can 
be obtained from the November, 
1948, issue of THE MANUFACTURING 
CONFECTIONER, about Coconut Can- 
dies. Standardized invert sugar will 
aid in retaining moisture in coco- 
nut candies. Mr. Richmond’s book 
will offer suggestions as on pages 


213-214. 


COCONUT CAKES AND KISSES 
15 lbs. dried coconut (part 
medium shred and part 
macaroon ) 
2 lbs. water 
4 lbs. standardized 
sugar 
Mix water and invert, 
add the coconut, mix 
well, and set aside for 
at least 15 minutes. 
15 lbs. granulated sugar 
5 lbs. corn syrup 
4 lbs. water 
Cook to 260 F. Pour this into 
the 21 lb. batch above which has set 
for 15 minutes, mix well, add 5 lbs. 
short fondant and 14 oz. Convertit. 
Mix thoroughly. Add 2 lbs. frappe, 
color and flavor, mix well and 
spoon out. 
Frappe is made of: 
10 lbs. corn syrup 
10 lbs. standardized 
sugar 
3 oz. albumen dissolved in 
6 oz. cold water. 
The corn sy ~~ is cooked to 245 


invert 


invert 


olate Agitating Tanks. 
@ Rotary Gum Sanders 





——WITTENMEIER MACHINERY Co. 
Designers and Fabricators of specialized equipment 


@ Cooling Tunnels engineered and built for 
customers products. One-three pass. 


@ Chocolate Tempering Tanks and Choc- 


F. Invert sugar is added and batch 
is beaten on marshmallow beater at 
which time the soaked albumen is 
gradually added, and the batch is 
beaten until light. You will notice 
that one technique is to soak the 
coconut in invert sugar. 


CREAM COCONUT CROUQUETTES 
15 lbs. medium shred coco- 
nut 
3 Ibs. 
sugar 
1 lb. water 
Mix and stand to soak, set 
aside. 
20 lbs. granulated sugar 
5 lbs. water 
3 lbs. corn syrup 
15 lbs. fondant (8 sugar, 2 
corn syrup, | invert 
sugar, water sufficient, 
cook 245 F.) 
4 lbs. frappe (same as in 
kiss formula) 
1 oz. Convertit 
Cook sugar, water, and corn syrup 
to 252 F., add the 19 lbs. of soaked 
wetted coconut and mix. Add fon- 
dant and mix. until melted. Add 
frappe, Convertit, flavor and color. 
Spoon or pour into shape desired. 


standardized invert 


Liquifying Cream Centers 


What can I use when I make 
fondant or cream centers so that they 
will liquify without the use of fruits? 
I want the cream hard in the primary 
process of rolling them. 

—Philadelphia 

REPLY: We suggest that you try 
this method: 

To make cream centers which will 
liquify after a time, it is necessary 
to use invertase. This may be pur- 
chased from your supply firm under 
trade names, e.g., Convertit. You 
will have to determine the exact 
amount of this material to use. One 
ounce of Convertit or invertase per 
100 lbs. of cream will cause the 
centers to soften in eight 0 to fifteen 


days. More rapid softening occurs 
if about three ounces of invertase 
solution is used per 100 lbs. We 
would suggest that you start with 
about the three ounce level. The 
solution of invertase must be added 
at not over 165°F., i.e., the batch 
must be cooled to 165°F. or below 
before adding this liquid. Your reg- 
ular formula may be used for cream 
centers and the centers are still firm 
and hard when coated, but after 
storage, preferably at not too low a 
temperature, softening and liquifica- 
tion of the center will occur—the 
extent and time will depend upon 
the amount of the invertase used. 
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STAINLESS STEEL TRUCKS 
FOR FONDANT CREAM &c. 


Write for descriptive literature of 
this, and other models available for 
immediate delivery. 


Manufactured by 


The Standard Casing Co., Inc. 


121 Spring St., New York 12, N.Y. 


Specialists 
in 
Tying Ribbons 
Setin and Novelty 
Effects 
‘Where Quality 
Merchandise 
Cests No Mere" 











@ Engineering, Design and Contracting. 
Fer full details on how we can serve you, write: 


WITTENMEIER MACHINERY CO. 


850 N. Spaulding Ave. 


@ Starch Drying Rooms 


@ Air Conditioning Specialists — over 30 
years experience. 


Chicago, Ill. 
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In Canny Propuction: MeTHops aNp Formutas, Mr. Richmond 
describes fully the three basic operations for good candy manufacture: (1) 
Ingredients and Cooking Actions, (2) Mixing, Casting, Coating, Etc., (3) 
Trouble Shooting. Mr. Richmond tells both the reasons and the methods of 
operation. In addition, he provides carefully selected formulas for both the 
wholesale and the retail trade. 


Whether you have a large plant or a small one, Canny PRODUCTION: 
METHODS AND ForMULAS will prove a valuable asset to your firm. Mr. Rich- 
mond’s book has 30 helpful chapters, as shown in the accompanying contents 
table. Its 640 pages contain 500 candy formulas and detailed production in- 
formation on candies. For quick, convenient reference, a numbered list of the 
book’s 500 formulas—grouped also under 32 main candy classifications—is 
provided. A comprehensive index and large diagrams showing both how to 
decorate Easter eggs and how to insert fruit and nuts in the centers are still 
additional features. Designed specifically as a production man’s text, Mr. 
Richmond’s helpful book also provides generous space alongside the formulas 
for notes during actual production in the candy plant. 


Canby Propuction: METHODS AND FORMULAS is now ready for prompt 
shipment. Price is $10. Use the handy coupon below. 





BOOK ORDER ° USE THIS ORDER FORM 
The Manufacturing Confectioner Pub. Co. 

I cake, Sie Sg nem fe a Oa ae a es wh ceneesqae ead Date 
Chicago 6, Ill. 


Please send me Mr. Richmond’s new helpful book Canny Propuction: METHODS 
AND Formutas which contains 500 candy formulas. I am enclosing $10.00. 


Street 
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640-page hook of candy “know how” 


ANDY PropucTion: METHODS AND FoRMULAS, is a big, 640-page, extra- 
& helpful book designed to give practical “know-how” answers to problems 
of candy manufacture. Walter L. Richmond, the author, is superintendent for 
Garrott Candy Company and for Jane Garrott Candies, Inc., of St. Paul, Minn. 


CONTENTS 


Flavors and Colors (Ch. 1) 

Cream Candies (Ch. 2) 

Chocolate Covered Cast Creams 
(Ch. 3) 

Cordial Fruit Creams (Ch. 4) 

Direct Remelt Creams (Ch. 5) 

Hand Rolled Creams (Ch. 6) 


Plain Creams, Glazed Butter Goods, 
Crystallized Creams (Ch. 7) 


Cream Coated Bon Bons (Ch. 8) 


Chocolate Puddings, Chocolate Paste, 
French Chocolates (Ch. 9) 


Easter Candies (Ch. 10) 

Glace and Preserved Fruits (Ch. 11) 

Coconut Candies (Ch. 12) 

Milk Products for Fudge and Caramels 
(Ch. 13) 

Fudge (Ch. 14) 

Ceramels (Ch. 15) 

Marshmaliows (Ch. 16) 

Nouget, Sea Foam (Ch. 17) 

leing (Ch. 18) 

Jellies (Ch. 19) 

Starch Gums and Jellies (Ch. 20) 

Hard Candy (Ch. 21) 

Butter Crunch, Butter Scotch (Ch. 22) 

Taffy and Kisses (Ch. 23) 

Nut Candies (Ch. 24) 

Pop Cerna (Ch. 25) 

Salted Nuts (Ch. 26) 

Egg Frappes (Ch. 27) 

Useful Information—Charts and Tabies 
(Ch. 28) 

Trouble Shooting (Ch. 29) 

Unsatisfactory Results, Cause and 

Remedies (Ch. 30) 
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Sugar Aids Growth 


In a study made of fifty orphan- 
age children, sugar in the form of 
plain candy was added to their basic 
diet for a period of five months; 
resulting in improved weight, growth, 
and resistance to fatigue. Speaking 
before a group of nutritionists and 
food authorities at a luncheon given 
in her honor on May 10 at the Plaza 
Hotel in New York by the Sugar Re- 
search Foundation, Inc., Dr. Pauline 
Beery Mack, director of the Ellen H. 
Richards Institute of Pennsylvania 
State College, which had conducted 
the study, discussed the controversial 
subject of sugar in the diet of the 
growing child, saying “sugar works 
entirely differently in the diet of well- 
nourished children than it does in 
those that do not have all the neces- 
sary proper foods.” 

The diet originally was adequate in 
protein, vitamins, and minerals, but 
was sub-marginal in calories. The 
sugar brought the caloric value of the 
diets up to recommended levels, fol- 
lowed by the following favorable 
changes: 

Increases in weight, for the sex, 
age, height and body width; 

Increases in growth for the sex and 
age; 

Increases in weight, height, iliac 
width (slight) ; 

Increases in chest circumference 
for the sex and age; 

Increases in leg girth for the sex 
and age; 

Increases in musculature and in 
subcutaneous tissue as adjudged by 
the medical examiner; 

Increases in skeletal mineralization 
but not in skeletal maturity; 

Increases in resistance to fatigue. 


+ 
Decreases in minor heart dysfunc- 
tions, notably low voltage. 


Dental Caries Not Increased 


There was no increase in over- 
weight. The extent of dental caries 
during this experiment was no 
greater than that found in the popu- 
lation averages for children of simi- 
lar ages. Increased bacterial counts 
in the saliva were noted, however, 
according to the report, but no 
changes were visible in the solubiliz- 
ing effect of saliva on dental enamel 
or in the rate of starch digestion. 

After eating the candy, the chil- 
dren were encouraged to brush their 
teeth or take a drink of water. 

This was part of an 18-months 
controlled study with the fifty orphan- 
age children, ranging in age from 
five to fifteen, conducted to find 
“whether or not sugar added to a 
dietary falling below recommenda- 
tions in caloric intake but meeting 
or exceeding the intake of major 
nutrients considered in current cal- 
culations, would effectuate changes 
in growth and fatigue resistance of 
children”. 

Ernest W. Green, president of 
Sugar Research Foundation, Inc., 
presided, and Dr. Robert C. Hockett, 
scientific director of the Foundation, 


introduced Dr. Mack. 


@ The Candy Production Club of 
Chicago played host to their 
wives at their annual Ladies’ 
Day party recently. The program 
was handled by C. S. Branden- 
burg of the Nutrine Candy Co. 
The party started with cocktails 
followed by the music of the 
Chesterfield quartet, Mr. Kiser at 
the piano. 


@ The Boldeman Chocolate Co. 
of San Francisco recently re- 
sumed production of milk choco- 
late after being suspended during 
the war years. For the present, 
said Oscar Boldeman, president 
of the company, the item will be 
sold in bulk only. 


®@ Voorhees plans big ~ Rubber 
Mold display! Voorhees Rubber 
Manufacturing Company, manu- 
facturers of the popular rubber 
candy molds have planned an out- 
standing exhibit of Rubber Molds. 
This exhibit is being set up for 
the show week at their offices, 151 
East 50th Street, just a short walk 
from Grand Central Palace. All 
visitors are welcome and will find 
many new innovations in candy 
making. 

® Andies Candies, 25 year old 
Chicago candy firm, opened its 
71st outlet in the Middle West 
recently. The new store is lo- 
cated at 3200 N. Cicero Ave., Chi- 
persons and an interior desiggned 
cago. A soda fountain seating 60 
to utilize all modern candy mer- 
chandising developments are 
featured. 


® Sunshine Biscuits, Inc., has 
placed in production a new candy 
department at its Oakland, Call- 
fornia bakery. This addition of 
the candy unit was part of a mil- 
lion dollar expansion program at 
the California plant. 


@ Wm. Wrigley Jr. Co. sales for 
this year are running about 3 per- 
cent above the like 1949 period, 
J. C. Cox, president, reported to 
the annual meeting of stockhold- 
ers. Sales for the first quarter of 
1949 were $16,879,129. 


@ Weaver, Costello & Co., Inc., 
Pittsburgh, recently held a meet- 
ing at which the board of direc- 
tors elected N. J. Garver president 
and general manager. 
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Ask any baker 


500 Fifth Avenue 


for June, 1950 


“Preferred Milk"! 


MILK PRODUCTS. Inc. | 
PEnnsylvania 6-0829 


New York 18, N. Y. 


or contfectioner and you 
will find they prefer milk (powdered or con- 
densed) for stability, flavor, texture, color, 
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A NEW METHOD for 
TEMPERING 
CHOCOLATE 


A. T. NEWTH 


A new, operation-proved method of tem- 
pering is thoroughly explained by one of 
the industry's outstanding authorities on 
chocolate in a step-by-step outline from 
the definite crystal pattern through the 
coating machine to the tunnels and cool- 
ing, the bottomer, | virgin coating, 
and melting kettle. Follow this expert's 
nine “Points to Remember” for better 
chocolate tempering in your plant. 


PRICE PER COPY—$1.00 


Quantity Prices will be Quoted 


Order from 
Book Sales Dept. 


THE 
MANUFACTURING CONFECTIONER 
9 S. Clinton St. Chicago 6, Ill. 











Subscribe Now To 
The 
MANUFACTURING 


CONFECTIONER 


$5.00 for 2 Yrs. $3.00 for 1 Yr. 


Every Issue a “Sugar Bin" 
of Valuable Information 


9 S. Clinton St. Chicago, Ill. 














AUSTIN S. IGLEHEART (left), president of General Foods Corp., 
pledges support of the bipartisan Hoover Commission recommend. 


ations to Charles B. Coates, g ger of the National 

Citizens Committee for the Hoover report. Mr. Igleheart is chairman 

of food manufacturers for the Greater New York Citizens Committee 
for the Hoover Report. 





@ Confectioner Gus Paris, of Pittsburgh, recently 
watched 7,000 1-pound chocolate Easter eggs burn 
shortly after he had finished making them. A kettle 
slipped, the sugar caught fire, and ‘the eggs started 
to blaze. Loss was estimated at $4,000. 

@ Hahn’s Ornamental Confectionery Co., San Fran- 
cisco, reports that Alaska and Hawaii have become 
expanding markets for candy ornaments since the 
end of the war. Otto Hahn, head of the firm, re- 
ports Easter, Hallowe’en, Thanksgiving, and Christ- 
mas season demands in both markets as very active. 


@ The Airline Foods Corp., Linden, N. J., recently 
acquired from the National Distillers Corp. the 
Henry H. Shufeldt & Co, complete with its Crown 
Fruit & Extract division. In this move, the Airline 
takes over one of the oldest operations in the busi- 
ness producing lines of glace fruits, maraschino 
cherries, and spanish olives. 


@ The Package Machinery Co. will exhibit a new 
English-made Forgrove 22-B hard candy wrapping 
machine with numerous improvements at the forth- 
coming Confectionery show at the Grand Central 
Palace. The machine wraps a wide range of hard 
candies in various shapes using heat sealing cello- 
phane, waxed paper, glassine, or reinforced foil. 
Changes from one size to another can be made in 
ten minutes, and the machine makes twist, fringe, 
sachet, crimp, rat-tail, and pop wraps. 












pttee cost in half...users like taste better! 


coffee forte is a mellow blend of select 

coffees, fortified with other natural extractives 
which build up such a potent coffee flavor that you 
use less than half as much as pure coffee concentrate. 
Per pound, it costs only 5 percent more. Those 

who try it stay by it. Demand details quick! 


M AMERICAN FOOD LABORATORIES, Inc., 860 Atlantic Ave., Brooklyn 17, N. Y. 
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Adelson fo Head 
N.Y. Confectionery Assn. 





CHARLES ADELSON of ihe 
Delson Candy Co., re-elected 
for coming year as president 
of the New York Association 
of Manufacturers of Confec- 
tionery and Chocolate at 25th 
meeting of the association. 
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Charles R. Adelson of the Delson Candy Co., was re- 

y elected as president of the New York Association of Man- 

' ufacturers of Confectionery and Chocolate at the 25th 

meeting of the organization in the headquarters room of 

the Hotel Statler, N. Y. Approximately 50 people at- 


tended the meeting. 
Re-elected for another year as vice president was Her- 


man L. Heide of Henry Heide, Inc. 


The new executive committee voted in unanimously 
for the coming year was: Charles F. Haug of Mason, Au 
Magenheimer & Co., as chairman; Victor A. Bonomo of 
Gold Medal Candy Corp.; H. Russell Burbank of Rock- 
wood & Co.; George R. Frederick of Loft Candy Co. 


Samuel D. Fried of Korday Candies, Inc.; Leonard D. 
Griffiths of Fanny Farmer Candy Shops, Inc.; Karl G. 
Harr of Charms Co.; Gordon Lamont of Lamont, Corliss 
& Co.; Robert T. Rinear of Huyler’s; Irvin C. Shafter 
of Maillard Corp.; and Herbert Tenger of Barton’s Bon- 


bonniere, Inc. 


New members joining during the past year were an- 
nounced as: Melba Sweets; Jonat Candy; Swersey’s Inc.; 
Korday Candies, Inc.; and Van Leer Chocolate Corp. The 
following associate members recently joined the organi- 
zation, also: Bache & Co.; American Can Co.; and Morris 


Fuchs. 
Mr. Tenger reported on Sweetest Day promotion. Head- 


quarters are being established in the New York associa- 
tion’s office in the Stateler, and Mr. Harry Lustig, the 



















224 West Huron Street 
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Association’s secretary will be handling the promotion 
there, so far as candy is concerned. Mr. Tenger urged 
the members to cooperate in giving the day an over-all 
character, with candy in the background, for as the holi- 
day “took-on” candy would come in for its share. 


Caries Discussed 


The feature of the program for the meeting was a re- 
port and display of slides showing the work of the Coun- 
cil on Candy of the National Confectioners Association. 
John Kettlewell, director of the Council, stressed the need 
for cooperation in the campaign of the Council on the 
subject of dental caries. 

A public relations kit has been assembled for distribu- 
tion, by the Council, and Mr. Kettlewell pointed out that 
with the aid of material from that kit, candy men them- 
selves and association members might be prepared to de- 
fend candy’s position. Further, the Council is planning 
an extensive program of advertising with double page 
spreads to be run in such professional and educational 
magazines as will reach those persons of our communi- 
ties who mold public opinion. 


Highlighted among the texts to be used are excerpts 
from the reports of the research done by Dr. James 
Nuckolls of the University of California, who has been in 
charge of a research project in dental caries. 


* * * 


In connection with his recent election and for his 
years as a leader of the United Jewish Appeal, Mr. Adel- 
son was honored May 25 by the Confectionery and 
Allied Trades Division of the United Jewish Appeal of 
Greater New York. The dinner will be held in the Bel- 
mont Plaza Hotel. 





CHOCO 


LAMONT, CORLISS & CO. 
60 Hudson S$t., New York 13, N. Y. Branches in Principal Cities 





for TASTE APPEAL! 


.-- A trial order will convince you that 


TRUTASTE APPEAL is YOUR key to repeat sales. 


Zestful, Tangy, Imitation CHERRY 
Full-Bodied , Rich, Imitation GRAPE 


Luscious, Imitation STRAWBERRY 
Tantalizing, Imitation RASPBERRY 


oe © Sb ee oe SLEE « WOLFE 





Chicago 10, Illinois 











POSITION WANTED 





ESSENTIAL OIL AND FLAVOR CHEMIST, 

MLS., 19 yrs. previous food experience. 
Seeking association with confectionery in- 
dustry. Presently employed. Box A-606, 
The MANUFACTURING CONFECTIONER. 





HELP WANTED 


CLASSIFIED 


When addressing box numbers, 
please address as follows: 

(Box Number) 

The Manufacturing Confectioner 
§ South Clinton St, 

Chicago 6, Il. 








ADVERTISING 


Classified ‘insertion requests are 
sent to the same address. Rates cre 
35c per line of regular type: 70c 
per line for bold face or capital let- 
ters: $6 per column inch for display. 
Minimum insertion is three lines. 
Rates are not subject to agency 
discounts. 











STEADY POSITION for working foreman; 
running Pan Department in clean, whole- 
some Southern city—Must know sugar 
coating such as jelly beans and Easter 
eggs, etc. Please send resume with salary 
expected. Box A-6012, The MANUFAC- 
TURING CONFECTIONER. 


WANTED: Experienced Enrober man to 

take care of three enrobers—steady 
work. Give us the name of manufacturers 
by whom you have been employed for the 
past 10 years and wages expected. All cor- 
respondence strictly confidential, Box TF- 
408. The MANUFACTURING CONFEC- 
TIONER. 





SALES LINES WANTED 





WANTED: Candy and allied lines. We 
have 20 years sales experience in same 
territory of Florida, Georgia and Alabama. 
3 salesmen. Hubert Brokerage Company, 
210-211 Candler Bldg., Atlanta, Georgia. 





Brokers... 














BROKERS WANTED 





TOP QUALITY MOULDED PECTIN JELLIES 
made with fruit, bulk & boxed. Highly 
successful in East. Territories available 
References required. Festive Foods, Inc., 
48 Prospect Street, Yonkers, N. Y. 
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| MACHINERY WANTED 








MACHINERY WANTED (Cont'd) | 





EQUIPMENT WANTED FOR 
NEW FACTORY 


1-16” National Equipment (or W.C. Smith) 

chocolate coating machine, with feed 
table, cooling table (with or without bot- 
toming attachment) stroking space, cooling 
tunnel 40’ and 10’ packing space. 1-200 
lb. capacity chocolate melter, motor at- 
tached. 1-5’ ball cream machine, motor 
attached, 5 HP. 1-22’ Savage breakback gas 
fired double action cooker. 1-80 qt. Hobart 
beater, with bowl and beaters. 100 stand- 
ard mogul size starch trays (clean). 1- 
2 place hand dipping table (electric). 1-24’ 
forced draft furnace, with opening rings, 
motor, flue. 1 floor type Fairbanks scale 
(500 Ib. cap.) 1 Exact weight or Detecto- 
gram scale, 5 lb. cap., platform. 1 table 
type platform scale with scoop, 25 lb. cap. 
1 Laboratory model Friend hand roll ma- 
chine. Other items considered, please 
state serial numbers, and must be in first 
class condition and reasonably priced for 
cash. Address Charles C. Walker, Rte 1, 
Box 100 K, Mt. Dora, Florida. 


CANDY MANUFACTURER will purchase 

hard candy department. Complete or 
individual machines. Prompt action. No 
dealers. Box B-5018, The MANUFACTUR- 
ING CONFECTIONER. 


WANTED TO BUY: Huhn or Wolff Starch 
Drying Outfit. Box C-6014, The MANU- 
FACTURING CONFECTIONER. 





WANTED: Used or new preferably used 

Wine Ball Roller for Werner Ball Ma- 
chine. State condition and price. Box 
A-601, The MANUFACTURING CONFEC- 
TIONER. 





WANTED: 1-5 ft. Dayton Cream Beater. 

Also 1-32 inch or 24 inch Enrober with 
Tunnel, in good condition. Advise details. 
Box A-604, The MANUFACTURING CON. 
FECTIONER. 


WANTED: Hy-Pro or Wilcox extruding 
machine for Cream Fondant. Write giv- 

ing ful] details. Box A-6016, The MANU- 

FACTURING CONFECTIONER. 


WANTED: Complete plants or individual 

units of equipment for the manufacture 
and production of Chocolates and Hard 
Candies. Box C-6019, The MANUFACTUR- 
ING CONFECTIONER. 


WANTED: 6 Late Model 22-B or Rose IST 

Twist Wrapping Machines. Wanted Ur- 
gently. Heller Candy Co., 385 Gerard Ave., 
Bronx, New York. 


WANTED: Model B Transwrap, in good 

condition. Give details. S. Schnitzer, 
LEAF BRANDS, INC., 1155 N. Cicero Ave., 
Chicago 51], Ill. 





BUSINESS FOR SALE 








FOR SALE: Profitable confectionery with 

modern facilities for manufacturing own 
candy, ice cream, and pastry goods. Also 
has new modern remodeled kitchen for 
excellent dinner and lunch business. Lo- 
cated in the heart of a 250,000 populated 
city in the middle west. Has been under 
the same management for 28 years. Is an 
excellent opportunity for party or parties 
who are interested and know this type of 
business. Low rent, good lease for the right 
person. For any further information write 
Box B-509, The MANUFACTURING CON- 
FECTIONER. 





FOR SALE: 4000 hollow chocolate moulds 

for hand operation. Small sizes. Easter 
and Christmas items. Very reasonable. 
Box A-6017, The MANUFACTURING CON- 
FECTIONER. 
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ecured From Recent Liquidations 
THE BORDEN COMPANY 


WASHINGTON COURT HOUSE CANDY CO. 


Washington Court House, Ohio 


ALLEN CANDY COMPANY 














Visit our Booth No. 112 


N.C.A. Confectionery Industries 


at the ~ 




















Weatherly, Pa. on 
Exposition 
. . . 5 ° 8 
Specially Priced For Quick Sale cnniea aamaamane neta 
New York 
tet Promptly For Choicest Guys : 
6$999S9SSS9SSS9SSS599SSSSSS99SSSSSSSSSSSSSSSSSSSISSSSSSSSSSSSSSSSSSSSSSSSSSSSSSgS Sooo so soggs 





MOULDING DEPARTMENT 


National Equipment Fully Automatic Steel and 
Wood Moguls, type AD and AB, also 
A 


type A. 

Double Huhn Starch Dryer and Cooler, com- 
plete with Starch Cleaner. (Single Huhn 
also available). 

National Equipment Depositors, No. 2, 3, and 
AC types. 

National Equipment Steel and Wood Starch 
Bucks, also hond and power driven Starch 
Printers. 

Merrow Cut Roll Machine. 

Friend Dreadnought Cream Center Machine. 

Bridge Hand Roll Machine for depositing 
coconut. 

Palmer Lozenge Machine, complete with Print- 
ing Attachment. 


CREAM AND MARSHMALLOW DEPT. 


Hohberger Continuous Syrup Cooler and 
Cream Beater, up to 1800 Ibs. hourly 
capacity. 

National Equipment and Werner 600 to 1000 
lbs. cap. Syrup Coolers with Cream Beaters. 

Dayton and Ball 5 ft. Cream Beaters. 


Savage 200 and 110 Ib. cap. Marshmallow 
Beaters. 


DOS: $$$9$9$55S$599995 


Whether you are considering the production of new items or the 
Union can supply the machinery you need with the quickest delivery and the greatest possible savings. 


We have a complete stock of 
CONFECTIONERY EQUIPMENT 
Every Type —Every Size — For Every Need 
SEND FOR OUR CATALOG 


CHOCOLATE COATING DEPT. 


National Equipment 32”, 24”, 16” Enrobers, 
with and without Automatic Temperature 
Control, Automatic Feed Tables, Bottomers, 
Decorators, also with Cooling Tunnels and 
Packing Tables (sold with and without at- 
tachments). 


Wolf 62” Chocolate Peanut Coaters, with 
Wizard Feeder and Cooling Tunnel. 


300, 500, 1000, 2000 Ibs. National and Racine 
Chocolate Melters. 


Racine Chocolate Kiss and Star Depositors. 


WRAPPING DEPARTMENT 


Lynch Wrap-O-Matic Bar Wrapper, with Elec- 
tric Eye. 

Package Machinery Co. Model DF Bar Wrap- 
per, with Electric Eye. 

Package Machinery Co. Model C Bar Wrapper. 


CARAMEL AND NOUGAT DEPT. 


Ideal Caramel Cutting and Wrapping Machines, 
all sizes. 

National Equipment Fully Automatic Nougat Cutter. 

White and Racine Caramel Cutters. 

Savage Type F6, Double Action Patent Tilting 
Kettle, 50 gal. cap. 







Uutou 





replacement of worn-out equipment, 


318-322 LAFAYETTE ST 


HARD CANDY DEPARTMENT 


National Equipment Continuous Cookers, com- 
plete with pre-melting Kettles, 600, 1000 
and 2000 Ibs. per hour capacities. 

Simplex Steam Vacuum Cookers, 200 Ib. cap., 
for hard candy. 

Simplex Gas Vacuum Cooker, 100 Ib. cap. 

Gaebel Filled Hard Candy Outfit, consisting of 
automatic Batch Roller, Heated Sizer, Plastic 
Cutter and Cooling Conveyor. Nice assort- 
ment of chains. 

Hildreth Form 6 Double Arm Pullers, 25 to 200 
Ibs. cap. 

Hildreth Form 3 Puller, 50 to 100 Ib. cap. 

York Batch Rollers, 6 ft. to 8 ft. sizes. 

Werner Automatic and Semi-Automatic Ball 
Machine with nice assortment of Rollers. 

Racine Model M Die Pop Machine with Dies. 

Racine Sucker Machine with Conveyors, also 
Single and Duplex Rollers. 

Rose Triumph Twist Cutting and Wrapping 
Machines with Foil Interleaf. 


Package Machinery Model K Kiss Machine. 
3 ft. x 8 ft. and 3 ft. x 6 ft. Cooling Slabs. 
Berks Batch Mixer. 


9999999999999 9 9099999999999 9 999999 9999899999899 S888883838S 


CONFECTIONERY MACHINERY (CO., INC. 


NEW YORK 12, N.Y 





















MACHINERY FOR 


SALE (Contd.) | 


| MISCELLANEOUS (Contd.) | 





FOR SALE: Brand new and never used, 

Thomas Wilcox Extruding Machine with 
10-%" outlets—equipped with 1 HP motor 
440, 3 phase. Price very reasonable. Box 
C-6010, The MANUFACTURING CONFEC- 
TIONER. 


FOR SALE: ONE MODEL K KISS MA- 

CHINE, one Racine Sucker Machine with 
two sets of rollers, One Ideal Wrapping 
Machine, One Whistle Lollypop Machine, 
One 20 Gallon Gas Fire Savage tilting 
Mixer. All Machines reasonably priced. 
Box A-6015, The MANUFACTURING CON- 
FECTIONER, 


FOR SALE: New Package Machinery Co. 
Model CA-2 Wrapping Machine equipped 
with electric eye registration for roll labels. 
Still in original crate. Box A-6011 The 
MANUFACTURING CONFECTIONER. 


One Rose R.A.F. 500 wrapping machine. 
Completely rebuilt. Box TF-303, The 
MANUFACTURING CONFECTIONER. 


MODEL M. Die Pop machine, a beautiful 

design and trade name. Also 360M 
paper sticks. Box TF-507, The MANUFAC- 
TURING CONFECTIONER. 





MISCELLANEOUS 





CELLOPHANE WANTED: Cut sheets or 
rolls. Please advise sizes, quantities, 
type of material, colors. No quantity too 
large or too small. Box C-402, The MANU- 
FACTURING CONFECTIONER. 


WANTED: A manufacturer of chocolate 

covered bars to make a 5c bar for an 
outside distributor. Manufacturer to be 
located in Maryland, eastern Pennsylvania, 
er northern Virginia. Box T.F.-605, The 








WE BUY & SELL 





ODD LOTS + OVER RUNS + SURPLUS 


9(Cellophane 





BAGS 


SHEETS*ROLLS*SHREDDINGS 
Cellorhane rolls in culter boxes 100 ff. or more 
ALSO MADE OF OTHER CELLULOSE FILM 
Wax - Glassine Bags, Sheets & Rolls 


Tying Ribbons—All Scotch Tape 
Colors & Widths Clear & Colors 


Diamond “Cellophane” Products 
Harry L. Diamond Robert I. Brown 
“At Your Service” 

74 E. 28th St, Chicago 16, Illinois 

















FOR SALE: 500 lbs. Moistproof Clear 
Cellophane in 3%" Rolls. Box C-6013, 





MANUFACTURING CONFECTIONER. 


The MANUFACTURING CONFECTIONER. 





THE WALSH-HEALEY ACT was the subject of investigation 
among government, labor, and industry representatives recently. 
The investigation was to determine how the act would affect in- 
dustry wage rates. Pictured are, outer circle clockwise—Bernhard 
Blumenthal, Blumenthal Brothers: Harry R. Chapman, New England 
Confectionery Co.: NCA president Phillip Gott: R, Maynard Holt, 
Oliver-Finnie Co.; E. R. Bartley. Bunte Brothers: Mrs. Grace H. 
Barrett, Department of Labor: Norris Sacharoff, Department of 


@ Magnus, Mabee & Reynard, Inc., has just re- 
leased their catalogue for the second quarter of 
1950. The catalog includes the specifications and 
prices of all articles manufactured by the company. 





In the May Issue of The MANUFACTURING 
CONFECTIONER, it was announced that Peter, 
Paul, Inc. had assigned a certain agency to handle 
advertising. This should have read that the Maxon, 
Inc. advertising agency was handling the company 
account. 
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Labor; Robert G. Gronewald, Department of Labor: John Grammer, 
Beechnut Packing Co.; and F. J. Ellis, William Wrigley, Jr.. Co. 
Inner circle, clockwise—Lyle Cooper, United Packing House Work- 
ers of America, CIO; H. G. Willard, Stephen F. Whitman & Sons. 
Inc.; James E. Mack, manager, NCA Washington Office: T. M. 
Mannion, American Chicle Co.; Andrew Myrup. president of 
Bakery & Confectionery Workers’ International Union, AFL; and 
Lewis Hines, American Federation of Labor. 


@ Whitson Products, a division of The Borden Co., 
has published a new pamphlet advertising their 
“100” Whipping Agent. The pamphlet includes 
facts and formulae in which whipping agents are 
used for the confectionery industry. 


@ The United States Tariff Commission announced 
recently that the hearing set in the investigation 
on the import of almonds, filberts, walnuts, brazil 
nuts, and cashews scheduled for May 16 is post- 
poned until 10 a.m., Tuesday, June 27. The hearing 
will be held in the Tariff Commission Building, 
Seventh and E Sts., N.W., Washington, D. C. 
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STROUD JORD 


and 
KATHERYN E. LANGWILL, M.S., Ph.D. 


3 


The first two volumes of “Confectionery Studies” by Dr. Jordan, h 
standards in effect at the date of publication. A practical and techni 
Evaluation”. These three boeks were willingly received by the indus 
This book, the fourth in the series, is being published by The Ma 
and this volume concerns itself, first with applicable data that cover 
confections in which they have been employed. 


In assembling this volume reference is made to applicable methods. 
they are incorporated by reference. All specially developed metho 


Where reconstruction of formulas from analytical data is consider 


assumptions have been made before actual formula reconstruction has taken place. The second part of this volume is used te consider 


the several confection groupings into which most confection types ge 


below. 


Moisture (Ch. 1) 
Ash (Mineral Matter—Ch. 2) 
Sugers (Ch. 3) 
Starches (Ch. 4) 
Proteins (Ch. 5) 
Fats (Ch. 6) 


Colloidal Materials 


Acids (Ch. 9) 


Reconstructed 


Coated Candies (Ch. 19) 


BOOK SECTION 


The MANUFACTURI 


9 S. Clinton St. 


CONFECTIONERY 
ANALYSIS and 


COMPOSITION 


By 


Nuts and Fruits (Ch. 8) 
incidental Materials (Ch. 10) 


Hard Candy (Ch. 12) 


AN, M.S., Ph.D. 


.5O 


ave acquainted the confectioner with everyday problems and with 
cal evaluation of chocolate products then followed entitled “Chocolate 
try as valuable additions to the technical literature available. 


nufacturing Confectioner. Confectionery studies have been continued 
the composition of basic raw materials as well as that of the finished 


Where satisfactory methods of analysis are of general knowledge 
ds and procedures are incorporated in detail. 


ed, we are dealing with a relatively unexplored field. Many basic 


nerally fall and full discussion of each follows. See Chapter Headings 


(Ch. 7) Sugar Cream (Fondant Ch. 13) 
Fudge (Ch. 14) 
Caramels and Toffees (Ch. 15) 
Marshmaliow (Hard & Soft Ch. 16) 
Nougat (Ch. 17) 


Gums and Jellies (Ch. 18) 


Formulas (Ch. 11) 


Appendix 


NG CONFECTIONER 


Chicago 6, Ill. 





Book Section: 
Tur MANUFACTURING CONFECTIONER 
9 S. Clinton St., Chicago 6, Ill. 


Please send me Dr. Jordan’s Book “Confectionery Analysis 
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New England States 


So. Atlantic States (cont'd) 


East No.Central States (contd.) 


East So. Central States (contd.) 





JESSE C. LESSE CO. 


Confectionery 
Office and Sales Room 
161 Massachusetts Ave. 


BOSTON 15, MASS. 
Territory: New England 


1221—12th Avenue 
HICKORY, NO. CAR. 
Manufacturers’ Representative 
Candy & Specialty Items 
Terr: North & South Carolina 


ROBERT L. MITCHELL, JR. & CO. 





Middle Atlentic States 





HERBERT M. SMITH 
109-17 110th St.—Virginia 3-8847 
OZONE PARK 16, NEW YORE 
Terr.: New York State 





IRVING S. ZAMORE 
2608 Belmar Place 
SWISSVALE, PITTSBURGH 18, PA. 


29 Years Experience 


: penne ae , excluding 
— of Philadelphia 





JAMES A BRADY CO. 

1018 Monsey Avenue 
SCRANTON 9, PENN. 
Phone 2-8658 
Concentrated coverage of _ the 
candy and food trade in N. E. 
Penna. ‘The Anthracite” 





ARKANS & ROACH 
607 Drexel Bldg. 
PHILADELPHIA 6, PENN. 


Specializing—Food Trade, Chains 
Super Markets 


Terr: Philadelphia & Eastern Penn. 





A. CARY MEARS 
P. O. Box 2415 
ROANOKE, VIRGINIA 


Candy and Specialty Items 





WM. E. HARRELSON 
Manufacturers’ Representatives 
$308 Tuckahoe Ave.—Phone 44280 
RICHMOND 21, VIRGINIA 
Terr.: W. Va., Va., N. & S. Caro. 





ROY E. RANDALL CO. 
Manufacturers’ resentati 

PO Ben 00S Phone Teno" 
COLUMBIA 1, SO. CAROLINA 


Terr.: No. & So. Carolina. 
Over 25 years in area 





BROKERAGE Co. 
1135 East Front Street 
RICHLANDS, VA. 
Contact Wholesale Groceries, Candy 
Jobbers and National Chains 
Terr.: Va., W. Va., Eastern Tenn., 
and Eastern Kentucky 





THOMAS M. BRATTON & CO. 
220 Delaware Ave. 


BUFFALO, NEW YORE 
Covers New York State 
Candy & confections 





ARTHUR M. CROW 6& CO. 
407 Commonwealth Annex Bldg. 
PITTSBURGH 22, PA. 


Cover conf. & groc. oy od - aeaaee 
dept. wy food di: 
W. Pa., W. Va., & E. ‘Ohio 





ENVOY SALES COMPANY 
280 Madison Avenue 
NEW YORE 16, N. Y. 
Murry Hill 4-1140 
Covering Jobbers, Department 
Stores, Grocery and Vaseey Chains, 
and Buying Office: 
Terr: New York & New Jersey 





CARL H. 

6261 Magnolia St. 
HILAD! “4, P e 
Candy Broker covering 

Philadelphia, Baltimore, Md. 

Washington, D. C. 





JACK HAAZ 
6430 No. Broad St.—Li. 8-5837 


PHILADELPHIA 26, PENN. 
Terr: Eastern Penn. 





South Atlantic States 





JIM CHAMBERS 
Candy Broker 
84 Peachtree Street 
ATLANTA 3, GEORGIA 


W. M. (BILL) WALLACE 
Candy and § Items 
P. O. Box 472—111 R Bldg. 
DECATUR, GEORGIA 
Terr.: Ga. & Fila. 


Thorough Coverage 





JOHN T. SOX CO. 
Box 605 


COLUMBIA, &. C. 
Manufacturer’s Representatives 
Have been representative for 17 
years in the states of South end 
North Carolina 





HUBERT BROKERAGE CO. 


Candy Dy Allied Lines 
3 Salesmen 
Offices & Display Rooms 
210-211 Candler Bldg. 
ATLANTA, GEORGIA 
Terr.: Florida, Georgia and Ala- 
ma for 20 years 


Terr.: Va., W. Va., & No. & So. Caro. 


JOHN E. SMITH 
Thorough Coverage Indiana Jobbers 
Chain Store Merchandising 
ur Specialty 
1428 N. Pennsylvania St., Room 203 
Tel. Lincoln 3780 
INDIANAPOLIS 2, INDIANA 





ROGER ETTLINGER 
Phone Townsend 8-5319 
16525 Woodward Ave. 
DETROIT 21, MICHIGAN 
Terr.: Entire state of Michigan 





WALTER M. GREESON CO. 
101 Smith Street 
FLINT 3, MICHIG. 
“We Are At Your Service Always 
And All Ways” 


Terr.: Michigan, Estab. Since 1932 





BERNARD B. HIRSCH 
229 E. Wisconsin Ave. 
MILWAUKEE 2, WISCONSIN 
Terr.: Wis., Ia., Ill. (excluding Chi- 
cago) Mich. (Upper Penn.) 





Chicago suburb 
HOLLYWOOD, 
Terr.: Ohio, Mich., & Ind. 





WM. C. MITHOEFER 
6210 Tyne Avenue 
CINCINNATI 13, OHIO 


We specialize in cigars, candies 
® Specialties and novelties 





R. L. YATES 
15060 Steel Ave., 
DETROIT 27, CH. 
Terr: Michigan only 
Phone VE 8 1126 





H. K. BEALL & CO. 
CHICAGO 6, ILLINOIS 
308 W. Washington St. 
Phones RANdolph 1618-1628 
Territory: Illinois, Indiana, 
Wisconsin 


25 years in the Candy Business 





SAMUEL SMITH 

2500 Patterson Ave. Phone 22318 

Manufacturers’ Representative 

WINSTON-SALEM 4, N. CAROLINA 

Terr: Tenn., Virginia, N. Carolina, 
S. Carolina 





East No. Central States 





Cc. H. THOMPSON 


1421 Sigsbee St., S. E. 
GRAND RAPIDS 6, MICHIGAN 
Terr.: Michigan including Detroit 


ARTHUR H. SCHMIDT CO. 
CLEVELAND 14, OF 
14, OHIO 
Terr.: Ohio. Member Nat'l, Conf. 
Salesmen Ass'n. 
Buckeye Candy Club 





DONALD A. IKELER 
2037 E. Main Street 
KALAMAZOO, MICH. 
Territory: Michigan 





East So. Central States 





G. W. McDERMOTT 


100 \Sanmeatre's St.—Phone 382 
WISCONSIN 





Terr.: Ga., Ala., and Fla. 
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Terr.: Wisc. & U; Mich.—covered 
every five weeks. 


R. HENRY TAYLOR 
Candy Broker 
Box 1456—Phone 4-2763 





LEXINGTON. KENTUCKY 
Territory: Kentucky and Tennessee 


FELIX D. BRIGHT & SON 
Candy Specialties 

P. O. Box 177—Phone 8-4097 

NASHVILLE 2, TENNESSEE 


Terr.: Kentucky, Tennessee, Ala- 
bama, Mississippi, Louisiana 





J. L. FARRINGER CO. 
FRANELIN, TENNESSEE 
Established 1924 
Territory: Tenn., Ky., and W. Va. 
3 Salesmen covering territory 





P. O. Box 1204 


CHATTANOOGA, TENN. 


Candy & Specialties 
Complete coverage in Tenn. & Ala. 





HURD-MORELAND CO. 
Moreland, Kentucky 


Sales Representation Candy bars, 
Specialties 
Terr: Kentucky, East Tennessee 





West No. Central States 





GEORGE BRYAN 
BROKERAGE Co. 
306 Walnut Bldg. 
DES MOINES 8, IOWA 
Consistent and thorough coverage 
of wholesale candy and tobacco, 


wholesale grocery, chain store 
trade in central, eastern lowa 





ELMER J. EDWARDS 
CANDY BROKERAGE 
5352 3lst Ave. So. 
MINNEAPOLIS 17, Minn. 
Phone: Pa. 7659 


Terr.: Minn., N. & S. Dak.—Special 
attention given to Twin City trade 





GRIFFITHS SALES COMPANY 
725 Clark Ave.—Phone GA. 4979 
SAINT LOUIS 2, MISSOURI 


We specialize in candy and 
novelties. 
Terr.: Mo., Ill., and Kan. 





O. W. TAYLOR BROKERAGE CO. 
McGREGOR, IOWA 


Cover confectionery & grocery 

jobbers, chain-Dept. stores, Food 

Dist. Nebraska, lowa, Minnesota, 
Wisconsin. 





West So. Central States 





H. L. BLACKWELL COMPANY 
Emery Way at Sunset Drive 
EL PASO, TEXAS 
Phone: 3-0503 
Terr.: Tex., N. Mex., and Ariz. 





W. S. STOKES 
Broker & Agent 
BATESVILLE, ARKANSAS 





Candy - Novelties - Specialties 
Terr.: Arkansas—Accounts solicited 
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West So. Central States (cont'd) 


Mountain States (cont'd) 


Pacific States (cont'd) Pacific States (cont'd) 





WM. E. MIRACLE COMPANY 
301 No. Market St. 
DALLAS, TEXAS 
Territory: Texas & Oklahoma 





Mountain States 





CAMERON SALES COMPANY 
5701 East Sixth Ave. 
DENVER 7, COLORADO 
Candies and Allied Lines 
Terr.: Colo., . Idaho, Utah, 
. Mex. 





MAYCOCK BROKERAGE Co. 
573 West 2nd South 
SALT LAKE CITY, UTAH 


An eight man organization repre- 
senting manufacturers for 76 con- 
fectionery, tobacco, drug and gro- 
cery jobbers in Utah- Idaho territory. 





JERRY HIRSCH 
presen 
Candy and Specialty Items 
4111 E. 4th St. 
TUCSON, ARIZONA 
mead Arizona, New Mexico, 


FRANK X. SCHILLING 
Confecfionery and Novelty Items 
Box 416—Phone 
BUTTE, MONTANA 
ome oo co of Montana, 
yoming. 





G & Z BROKERAGE COMPANY 


New Mexico—Arizona El Paso 
County Texas 


P. O. Box 227 ALBUQUERQUE 
N. Mex. 


Personal service to 183 jobbers, 

super-markets and department 

stores. Backed by 26 years experi- 

ence in the confectionery field. We 

call on every account personally 

every six weeks. Candy is our 
business. 





Pacific States 


CARTER & CARTER MALCOLM S. CLARK CO. 


1487, Valencia S&t. 
No. Cal.; Nev.; & Hawaii 


SAN FRANCISCO 10, CALIF 
923 E. Third St.—Southern California 
LOS ANGELES 13, CALIF. 
Terminal Sales Bidg. 
Wash., N. Idaho 


Terr.: Wash., Ore., Utah, Ida., 
Mont., Nev., Wyo. 





SEATTLE 1, WASH. 
903 Park Road 
Ariz., New Mex., W. Texas 


EL PASO, TEXAS 
JIM O'ROURKE 
9111 Hillrose St., 


SUNLAND, CALIFORNIA 
(Suburban to Los ys mod 


BELL SALES COMPANY 
100 Howard Street 





Guty & E4 og 8 
ev., 
“et -3 





420 Market St.—Phone Garfield 7690 


terr: California & Arizona 


L LIBERMAN 
SEATTLE 22, WASHINGGTON 


Manufacturers’ Representative 
170S Belmont Avenue 


Terr.: Wash., Ore., Mont., Ida., 





J. RAY FRY & ASSOCIATES 


SAN FRANCISCO, CALIF. 


Terr.: Calif., Ore., Wash., Mont., 
Tda., Utah, Wyo., Nev., Ariz. 





GEORGE R. STEVENSON CO. 
302 Terminal Sales Building 
SEATTLE, WASH. 


Territory: Wash., Ore., Ida., Mont. 





& El Paso, Texas Over 20 years in this area. 








tah, Wyo. 


HARRY N. NELSON CO. 
112 Market St. 
SAN FRANCISCO 11, CALIF. 


Sell Trade Only 
Terr.: Eleven Western States 





GENE ALCORN & CO. 
1340 E. 6th Street 
LOS ANGELES 21, CALIFORNIA 


363 Brannan Street 
SAN FRANCISCO 7, CALIF. 
Territory: State of California 








@® Western Confectionery Salesmen’s Ass’n will 
vote on the following proposed amendment to their 
by-laws at the next business session, which will be 
held at the annual Summer meeting. A. L. Wald- 
ner of Chicago presented the amendment at a regu- 


lar business session on December 10, 1949. 
The proposed amendment reads as follows: 


“It is hereby resolved that the president, 


vice-presi- 


dent, and the secretary of the National Confectionery 
Salesmen’s Ass’n be admitted as social members of the 


Western 


Confectionery Salesmen’s 


Ass’n, without 


payment of dues, each and every year, on the condi- 
tion that the N.C.S.A. shall pass a like resolution mak- 
ing the president, vice-president and the secretary of 
the W.C.S.A social members of their association. 

The purpose of this amendment is to create a com- 
mittee of six members, three men from each organiza- 
tion, to work in closer harmony between the two or- 
ganizations for the purpose of benefiting all candy 
salesmen in the United States of America.” 


@® Sweets Co. of America, Inc., 


reports net profit 


(preliminary) at $672,202, equal to $2.55 a share, 
for 1949. This compares with a net of $806,243 or 


$3.05 a share for 1948. 


® Los Angeles Candy Club is being formed by a 


group of some thirty salesmen. 


Anyone selling to 


the wholesale trade in the southern California area 


is eligible for membership. 
chewing gum, and nut confections. 


This will include candy, 
To get things 


started the following temporary officers have been 
appointed: G. A. Kiepe, chairman; V. O. Booth, 
secretary ; J. Gallagher, treasurer; T. White, chair- 
man of constitution and by-laws committee; T. Mc- 
Adams, chairman of arrangements committee; J. 
McArdle, chairman of membership committee; S. 


Cardinet, 
mittee. 


chairman of press and publicity com- 


The first dinner and organizational meeting was 


for June, 1950 


held recently at the Nikabob restaurant and ban- 
quet rooms in Los Angeles. Office of the secretary 
of the club is located at 923 East Third Street, Los 
Angeles 13, phone MUtual 7960. 


@ E. J. Brach and Sons’ tonnage volume for 1949 
was the third largest in the company’s history, it 
is shown in the annual report to the stockholders 
released recently. The largest four-month tonnage 
volume in the firm’s history was recorded for the 
period September through December of last year. 

Net profits for 1949 were $1,315,405, as compared 
with $3,220,209, in 1948. Edwin J. Brach, president, 
pointed out that the explosion and fire which dam- 
aged the plant in September, 1948 affected sales in 
early 1949 and the firm could not get into produc- 
tion on volume items required for the important 
Valentine, Easter, and early Spring seasons last 
year. 

Investment in property, plant, and equipment at 
the end of 1949 was $1,360,000 higher than at the 
end of 1948, due to construction of buildings, addi- 
tional machinery, and installation of special safety 
equipment following the fire in 1948. A $250,000 
contribution was made during the year toward a 
newly established, non-contributory pension plan. 


@ Lyons-Magnus, Inc., San Francisco, reports a net 
loss of $55,945 for the year ending December 31, 
1949, in comparison with a net profit of $27,438 for 
1948. Cause of the loss was a strike of warehouse 
workers, which made it necessary to close the plant 
from June 16 to October 3, 1949. 


@ F. B. Washburn Candy Corp., Brockton, Mass., 
announces it is jointly sponsoring, for the second 
consecutive year, the program “Baseball Fan In- 
terview with Jerry O'Leary,” during the coming 
major league baseball season in Boston. 
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FIRST! COMPARE 
POTENCY! Your own 


aX 
SS. 
YY »} laboratory tests will give 
bas you positive proof that no 
NO other lemon — 
flavor as MAGNA 


other lemon — Yes, 
has as much intensified 

LEMON OIL! 
NEXT! COMPARE PRICE! Noi 
only does MAGNA LEMON bring you the 
potency-plus and silken smoothness that gives 


every batch mouth-watering delectability beyond 
comparison—BUT MAGNA LEMON COSTS NO MORE! 


Yes, ACTUALLY LESS than any other premium brand! 

SO COMPARE! The results will prove to you — 
beyond the shadow of a doubt — that MAGNA LEMON OIL 
is far superior in every respect to any other premium brand! 


Write for further information and schedule 
of prices. Free samples, of course! 


GN 
DISTILLED op Exp 


The true 
fruit 
its delicions beni 


Maewus Magee Rerwano,ine, “= 


SINCE 1845 
16 DESBROSSES STREET, NEW YORK CITY » 221 NORTH LASALLE STREET. CHICAGO 
¢ SAN FRANCISCO: BRAUN-KNECHT-HEIMANN CO 








VAN WATERS AND ROGERS, INC 


LOS ANGELES: BRAUN CORP «+ SEATTLE, PORTLAND, SPOKANE: 





they gaid “It's the berries!" 
When slang was in favor- 
Meaning ‘Great !“- which has.alwa ways meant 


NORDA RASPBERRY ‘FLAVOR f 





lin 
1 


Go beating around many a raspberry 
bush, if you want to, out in the hot, hot 
sun. Pick your own fine, fat berries. 


Or do the smart thing—come to Norda! 
Norda Raspberry Flavor—red and black 


—has real raspberry, true-fruit taste. 
Both genuine and imitation Norda 
Raspberry are expertly made to help 


Norda Raspberry . . 


you make more popular syrups, mixes, 
candies, and gelatins. Use Norda for all 
your products. 


Test Norda Raspberry Flavor yourself. 
Send for free samples—and get your cat- 
alogue of all the superior Norda Flavors. 


Start improving—and saving. Send to 
Norda today. 


. Another “Favorite to Flavor It” 


Norda ESSENTIAL OIL AND CHEMICAL COMPANY, INC. 


601 West 26th Street, New York 1, N. Y. 


CHICAGO + LOS ANGELES + ST.PAUL + MONTREAL + TORONTO + HAVANA + MEXICO CITY + LONDON «+ PARIS 





